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... SHOES, will choose them to 
put the finishing touch to their 
appearance. They will be guided 
by current fashions, and will take 
a lead from the styles they asso- 
ciatewith their favourite film stars. 


These 1,000,000 young women are 
the readers of PICTUREGOER. 
They are regular readers and 
regular film-goers. A sales story 
about shoes presented to them in 


| , be their own film magazine will reach 
D Be ; them at a moment when they are 
most conscious of style and 


FE a appearance. 
At 


Picturegoer 


THE NATIONAL FILM WEEKLY 


A million PICTUREGOER readers 
represent a vast potential market in 
the buying group 16-44. They can be 
reached for as little as 4/2d. per thousand 
readers per page. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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ADVERTISER’S WEEKLY 


What's in a name? 
Alternatives to 
‘agenU roll in 


. 
‘Adviser’ 

Sirk,--I think Robert S, Caplin 
is on the right lines in suggesting 
(uly 9) a change of name from 
“agent” when applied to adver- 
tising. “Agent” always sounds to 
me so closely allied to “tout,” 
and is unworthy of the many and 
varied services performed by an 
advertising “agent.” 

“Advertant,” “Advertor,” etc., 
have been mentioned, but why 
not the simple and straight 
forward tithe of “Advertising 
Adviser?” After all, the real ser- 
vice agency does not merely 
“place.” It “advises” its clients 
on the best media to use and 
renders many other services in 
an “advisory” capacity. 

I cannot think of a more fitting 
description so simple in its con 
structive meaning. 


W. A, CATTERMOLE 
27 Woodberry Way, N.12. 


*Advertor’ 

Sir, -The suggestion that “ad 
vertising men” should enjoy a 
descriptive noun on the same 
lines as a solicitor or barrister, is 
reasonable and should meet with 
general approval. 

It seems unnecessary to look 
further than “Advertor” which I 
think is excellent. Used on every 
possible occasion it will soon 
have a familiar ring. 


Race Morris. 


26 Lime Grove, 
Eastcote, Middlesex 


. s 

*Adexecutive 
Sir,—The names applied in the 
professions to which Mr. Caplin 
refers as parallel! cases, describe 
men who have qualified in their 
reached what 


profession and 


To The Editor. " 


would be called in a_ business 
organisation, executive status, 
Why not the word “Adexecu- 
tive” or “Ad-executive” for the 
qualified advertising man? 


F. E. Laney 
Sales promotion manager. 
The Mining Engineering Co., Ltd 


. . 
‘Sales tactician’ 

Sirn,—-The tithe “Advertising 
Agent” is certainly a misnomer 
to-day, since the modern prac- 
titioner is not only more than an 
agent, he does more than practice 
advertising. 

For advertising, on Mr. Cap- 
lin’s analogy of the doctor, is 
merely the “medicine” prescribed 
and made up by the practitioner 
to achieve certain ends! 

The longer | live the more | am 
convinced that the essential crea- 
tive service rendered and render 
able by our profession, is in the 
field of sales tactics, sales 
strategies, 

If 1 were setting up an agency 
it would be under some such title 
as “Sales Tacticians.” 


BARRINGTON BREE 


501/2 Grand Buildings, 
lrafalgar Square, W.C.2 


Brochure scheme 


is praised 

Sirk,--The public spirited offer 
made by Kenneth Briskham (uly 
2) concerning the production of 
4a special brochure creating a 
better understanding of our busi- 
ness by advertisers was most 
interesting. 

It should not only be highly 
applauded as an idea, but also 


TWENTY-FIVE 
July, 1928 


The Sunday Pictorial and Daily 
Mirror were increased in size to 32 
pages. 

* * 

The railways launched a heavy co 
operative campaign to off-set the 
growing = competition of motor 
coaches, 

* * * 

Press representatives in their 
annual cricket match against the 
advertising agents won by two runs. 

* * * 

The Advertisement (Regulation) 
Bill, introduced to Parliament as a 
private member's measure, was 
abandoned. 

n ” * 

The English Serge Manufacturers 
Association planned a £25,000 cam 
paign to publicise blue serge, 


GRAFTON WORKS 
GULiiver 


LONDON, NWS, 
5595-6°7 


AES SO cerns 
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most strongly recommended as a 
project. 

For some years | have followed 
very closely the fine activities of 
the Advertising Council in the 
United States, who have endea- 
voured to promote and to further 
interest and participation in 
various important aspects of pub- 
lic life. So many members of the 
advertising business, and other 
interested parties allied to it, have 
given freely of their time, thought 
and effort to show their fellow 
citizens that advertising is able 
to improve standards, as well as 
sell products, 

Surely in our own country 
there are those in the advertising 
business who would be willing to 
offer their services as artists, 
photographers and printers in the 
hope of producing the booklet 
that Mr. Briskham envisages? 

ALAN BETTS 
London, W 


Paper negatives 

Sik,-With reference to 
R. E. G. Macey’s letter (July 9) 
regarding the paper negative pro- 
cess, | feel it is wise to point out 
that the use of a paper negative 
merely softens the overall con- 
trast and does not increase the 
tone massing or simplify the 
detail as suggested. It is possible, 
of course, to do a considerable 
amount of hand-work on the 
paper negative in order to exer- 
cise artistic control, but Mr. 
Macey’s suggestion that this could 
be learned in a matter of a few 
hours, except by anybody but an 
artist, is to say the least 
optimistic 

The grain which is produced 
by the paper negative makes 


y al ‘ ’ 

YEARS AGO 

New Regent Advertising Club 
premises in Buckingham Street were 
formally opened by Major the Hon. 
} ae 3 Astor, M.P. 

# ® * 

Sixty years of publication was 
celebrated by the Bradford Telegraph 
and Argus, 

* w * 

ADVERTISER'S WEEKLY moved 
from Shoe Lane to new premises at 
Tallis Street, London, E.C.4., 

x * * 

A new weekly newspaper, 
Britannia, was launched. General 
business manager was / i. o 
Studd. 

* * * 

An International Advertising Con- 

vention was held in Detroit. 
* * * 

Alfred Bates & Son Ltd. cele- 

brated their 20th birthday. 
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a 
FINE QUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 


reproduction much less feasible 
than a straight print or a bromoil. 

R. H. Mason. 
Basil Butler Co., Ltd. 


Posters at art 
exhibition 


Well known posters are to be 
seen at the Royal College of Art 
Coronation Year Exhibition at 
the Victoria and Albert Museum, 
South Kensington. They include 
some of the Roya! London series 
of posters for London Transport 
and also a one for the Ealing 
Studios film “The Cruel Sea.” 

Also in the graphic design sec- 
tion are poster designs for Dun 
hill, Schweppes, Fox’s Glacier 
Mints, and a book jacket for The 
Shocking History of Advertising. 

Designed by students under the 
direction of Sir Hugh Casson, the 
exhibition is intended to review 
the contribution which the Col 
lege has made to industry over 
the last three years, and includes 
work of ex-students who are now 
in industry. 

Textiles, furniture. ceramics, 
incustrial glass, stained = glass, 
paintings, fashions, silversmithing 
and jewellery, engravings and 
book bindings are also on display. 

Most interesting single exhibit 
1§ an exquisite pin-cushion and 
trinket box, which * has been 
accepted by her Majesty the 
Queen as a birthday present from 
members of the College. 

The exhibition will continue 
until August 9. 

Robin Darwin is principal of 
the College. 


IN THIS ISSUE— 
Clearing The Decks For Com- 
mercial TV Research—page 100. 
NEXT WEEK: Hobbies and 
Models Market and Media 

Survey. 
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The hoarser kinds of publicity 
are not always serviceable 

for products with a high reputation. 
Often you need only say a 

few well chosen words to a few 

well chosen people — like the 

readers of The Listener. 

They are people who like good things. 
They can afford them and are 
prepared to hunt for them. They are 
(as their taste in reading suggests) 
just as much influenced 

by reasoned argument as by a loud 
repetition of claims. If you have 
something to sell that is better than 
average, you can be certain — 

for experience has proved it — 

that The Listener’s readers will 
respond extremely well. 


137,000 PEOPLE READ 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries 10 Head of Advertisement Department, B.B.C. Publications, 


Broadcasting House, Portiand Place, London, W.4 
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Autumn... Where fashion and beauty are concerned, 

business begins in earnest! The well-groomed woman delves 

deeply into her Special October Issue of WOMAN and BEAUTY. 

New clothes suggest new accessories. New colours demand new make-up. 

New hair styles interest her... new everything that has to do with beauty. 

This issue will be intensely interesting to beauty-seeking women —- and of positive 
value to every WOMAN and BEAUTY advertiser. It will be nationally 
advertised; and, like its predecessors, it will be no sooner seen than 


sold. Space should be secured NOW — without delay. 


ISSUE DATED 
OCTOBER 


(On sale September | Ith) 
PRESS DAY 
AUGUST Ilith 


PAGE RATE £150 
2/- MONTHLY 


A W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD. THE FLEETWAY HOUSE, LONDON, E.C.4 CENTRAL 8080 
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LIFT FOR THE 
PROVINCIALS 


| Jan.- July- 
| June De 
1953 | 1952 
Eastern Daily Press, 

Norwich 51,497 0,334 
Western Morning News | (0,605 5,710 
Burton Daily Mail 21,074 20,651 
Eastern Evening News, 

Norwich 5Y347 | 50,334 
Guernsey Evening Tress 11,122 11,115 
Western Evening | 

Herald, Plymouth 67,042 H6,.560 
Fife Free Press } 19,447 14,100 
Largs and Millport | 

Weekly News and 

North Ayrshire 

Advertiser 5,471 5,405 


Southern Reporter, | 
Selkirk | 11,849 11,723 
Tyrone Courier and | 


Duncannon News 7,196 | 7,160 
Airdrie and Coatbridge! | 

Advertiser series 29,656 | 29,006 
Ayrshire Post 22,540 214 
West London Observer | 22,082 | 22,103 
Leamington, Warwick, | 

Kenilworth and | 

District Mormng | 

News “4el 0,082 
Aldershot News 19215 IK,N77 
Ashton under Lyne | 

Reporter group 07,508 W677 
Barnsley Chromcle and ' 

South Yorkshire | 

News 40,072 39,408 
Birkenhead News series | 46,047 44,758 
Burton Observer | 713 O46 


Chorley Guardian and | 
Leyland Advertiser | 17,425 | 17,169 
Cormsh Guardian | } 
series 24,645 24,423 
County Herald, Flint- 


shire | 7,168 
Glamorgan Gazette j 17,002 
Camberley News i 400 
Heywood Advertiser | 245 
Kent and Sussex Courier 41,057 
Loughborough Echo | 15,405 
Middleton Guardian 

Series 10,004 
Morecambe and 

Heysham Visitor | 21,000 | 21,777 
North Wales Weekly 
News series 20,820 20,752 


Norwich Mercuryseries | 71,500 | 65,862 
Rochdale Observer 
series 78,825 77,558 
Stafford Newsletter 12,056 11,701 
Surrey Advertiser and 
County Times: 

Wednesday edition 11,213 10,863 

Saturday edition 33,910 | 33,639 
Eastern Football News, | 

Norwich 
Methodist Recorder 
Home and Country 


5R,O34 
55,451 


25,671 


‘ 
Career ads. feature 

The Star on Tuesday carried a 
special section of smal] display 
advertisements headed “End of 
Term Opportunities Careers 
for Young Men and Women.” 

Twenty-two advertisers offered 
jobs for school leavers. They 
included British Railways, 
National Provincial Bank, Har- 
rods, and large industrial concerns. 


Coronation boost 
for circulations 


, jue Daily Mirror’s average net sale now exceeds 4,500,000 
and that of the Radio Times is nearing eight millions, 
These are among the latest advances in circulation figures 
reported for the first six months of the year. 


The Coronation has proved a John Bull were reported last 
“shot in the arm” to newspaper week, 
circulations, Almost — without The figures for a whole year, 
exception the latest A-BC. or ended in June, for the Southern 
certified figures for the first half Syar, Ireland, show an increase 
of this year are above those for from 13,494 to 13,731; and the 
the July-December, 1952, period yearly figures for the Western 

A notable increase in the six- People, have increased from 
monthly averages has been scored 28,839 to 30,194. A new member 
by the Daily Telegraph, which of the A.B... Tipperary Star 
has jumped from 977,302 to over has a half-yearly figure of 10,359. 
the million mark (1,005,101). The canes 
Daily Mirror has increased by 
83.381 to 4,535,687 

The publishers’ figure, not yet 
certified, for the Radio Times is 
7.948 S00 more than 300,000 
above the 7,642,083 for July- 
December, 1952. 

While the Daily Express has 
dropped from 4,093,580 to 
4.077.835, the Sunday Express has 


‘What's My Line’ 
ad, films 


Pearl & Dean Ltd. have secured 
the exclusive film rights of the 
«V programme “What's My 
Line?”, by arrangemeni: with 
Maurice Winnick, and they have 
just completed for their client, 
risen for 3,214,031 to 3,246,845; Littlewoods Pools, two solus films 
and the Evening Standard from presenting this programme, 
764,995 to 777,669. The Sunday The films were made at the 
Dispatch has averaged 2,742,535 ABP.C. feature studios at 
for the first half of this year, as Ejstree. Starring are Bernard 
compared with 2,705,800 for the Braden, as question master, 
last half of 1952. The Sunday Gilbert Harding, Barbara Kelly, 
Pictorial has risen from 5,128,887 Frances Day, and Jerry Des 
to 5,262,856. monde. Pear! & Dean will also 

Big increases in the Daily be arranging the national distri- 
Sketch (formerly Daily Graphic) bution of these films. including 
and in Woman, Illustrated, and the A.B, circuit 


This Q96-sheet site on one of 
the main arterial roads leading into 
the centre of Manchester has been 
booked by Roe Outdoor Advertis- 
ine Ltd. for themselves. “We 
believe in ‘advertising advertising’ ,”’ 
says director Graham Roe. 


Deaths of H. Starey, 
Charles Pinkham 


Deaths reported this week include 
those of: 

Herbert Starey, for over SO 
years with George Newnes Lid. 
He started in advertising by selling 
ing space for Jit-Bits and The 
Strand. When he retired in 1947, 
aged 71, he was advertisement 
manager of The Strand, the Grand 
Magazine, the Wide World Maga 
une and John O' London's Weekly 

Charles” Pinkham, a forme: 
manager of the publicity organisa 
tion of the General Electric Com- 
pany, aged 64. Son of the late Sir 
Charles Pinkham, he joined the 
G.E.C. in 1913 as personal assis- 
tant to the late Lord Hirst Ap 
pointed G.E« publicity manager 
in 1927, he served on the council 
of the Advertising Association, 
and on the B.E.A.M.A. publicity 
committee for 14 years prior to re- 
tirement in 1950, 
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ADVERTISER’S WEEKLY 


These Remington Contour 6 razors dressed as cricketers form the centre 
piece of a window display at the Remington Rand showroom in New Oxford 


Street, / ondon 


with the razor 


The display announces that all the Australian team use the 
Remington Contour 6 and there are illustrations of the team 


in action” 


The slogans include “10,000,000 men score every day with 


Mr. Remington!” and “All players are set for a long innings of effortless 


shaving with Mr 


‘Back to school’ 


Remington!” 


says an 


. ” 
American agency chief 
MPHE findings of psycho-analysis show that advertising is on 
the wrong tack, according to a leading American agent. 
“The advertising man is still looking at the product instead of 


at the people,” he says. 

de is Edward H. Weiss, presi 
dent, Weiss & Geller, Inc., New 
York and Chicago, agents for 
fon, Wrigley, Consolidated 
Grocers, Selby Shoes and many 
other big accounts, During a few 
days’ stay here preparatory to a 
Continental tour, Mr. Weiss was 
entertained to luncheon on Friday 
by ‘Time-Life International, a 
number of leading British adver 
tising men being fellow guests 

Mr Weiss has created some 
thing of a sensation in American 
advertising circles by calling into 
question a number of “stereo 
type” approaches Here are 
some of them which, he told 
ApvVrERTISER'S WEEKLY, are de 
cidedly suspect 

That women love labour-saving 
devices and “ready mixes.” 

That “Get Your Man” is a 
hasic copy appeal to women 

That recipes in food ads. sell 
the product advertised 

That nutrition must be a major 
claim for breakfast foods 

The reason why many Ameri 
can women who could easily 
afford labour-saving devices and 
ready mixes” do not buy them, 
he finds, is that women feel frus 
trated and inadequate when they 
constantly hear “this product can 
do your job better and quicker 
than you can.” These products 
should be presented as tools to 
help women tn their creative job 

Similarly, Weiss & Geller have 
researched into the “get your man 
myth” in consultation with socio! 
ogists and psychiatrists, They find 
that women want, first, reassur 
ances of their own femininity, 
and, secondly, the approval or 
respecttul attention of = other 
women. The admiring male glance 
iy all too frequently the least im 
portant copy appeal, whether in 
print, radio, or television, 
Mr. Weiss 

Other 


Says 


“heresies” Women 


would rather originate a recipe 
than follow one. Nutritional 
claims for breakfast food may be 
meaningless because adolescents 
often refuse food as an expres 
sion of rebellion against parental 
authority 

“Advertising men must go back 
to school,” says Mr. Weiss. He 
has put his belief into practice so 
literally that lectures from lead- 
ing scientists in this field are a 
regular part of his agency's rou- 
tine and he has collated an im 
pressive library of books on 
psycho-anaylsis, psychiatry, and 
the social sciences for the use of 
his agency staff 

His views, he claims, have won 
commendation from heads of col- 
leges and universities,  pub- 
lishers, advertisers and business 
men, and other advertising agents. 

One of the reasons for Mr 
Weiss’s visit is to organise the 
supply of British and GCuropean 
films and plays for his television 
and radio programmes 


Kelly’s acquire 


_ ‘ +. 
ABC guide 

Ownership of the A.B.C. Rail- 
way Guide, first published 100 
years ago, the Directory of 
Directors, 74 years old, and the 
Stock Exchange Year Book 79 
years old—has changed hands. 

Sir Hewitt Skinner, 78 years old 
chairman of Thomas Skinner, 
publishers, has announced that 
he and T, Gordon Skinner, who 
owned all the ordinary shares, 
have sold them to Kelly’s Direc- 
tories Ltd. to provide for death 
duties 

The board of Thomas Skinner 
& Co. (Publishers Ltd.) will con- 
sist of the present four directors 
and C. E, Wallis and C. W. Finch, 


directors of Kelly's Directories. 
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Austen Albu, Labour M.P. 
for Edmonton, in a Partia- 
mentary debate on the Mono- 
polies Commission last Friday 
stated: 

“I think that the Commis- 
sion should, perhaps, widen 
their inquiries into the effect 
of large-scale advertising, and, 
if we were ever to get spon- 
sored television, | should cer- 


’ . 

Government will 
. 
go ahead with 
o. ¢ rg. T 

competitive TY 

Assurances have been given to 
the Conservative 1922 Committee 
(consisting of all Conservative 
back bench Members of Parlia 
ment), by the Chancellor of the 
Exchequer, that the Government 
intends to go ahead with its 
policy of permitting some form 
of television competitive with the 
BB 

Conservative M.P.s who have 
been urging the mtroduction of 
commercial television 
satisfaction afterwards 
the meeting a statement was 
issued which read: “Mr. Butler, 
Mr. Crookshank and Earl De La 
Warr were present at a meeting 
of the Conservative Members’ 
Committee. Mr. Butler addressed 
the committee on and 
the committee welcomed — his 
statement 

“The committee reaffirmed its 
support for the principles of com 
petitive television and welcomed 
the intended publication of a 
White Paper setting out the terms 
and conditions for the 
licences needed for 
svstem.” 


expressed 
Following 


“ve 
television 


issue of 
such a 


ak 


Wdus seman P 


This poster, produced by 
Courtenay Ltd., advertising agents 
Manchester, adds colour to a crate 
of Leviand Royal Tiger components 
awaiting despatch to Helsinki muni 
cipality, who have just taken delivery 
of a fleet of 27 of these underfloor 
engined buses The poster was 
gravure printe colours by 
Clarke & Sherwell ‘ of North 
ampton, although it has esti- 
mated that nine colours would have 
been required by the 


Cross 


been 


litho process 


Competitive TV news-reel 


tainly want to see an inquiry 
into the effects of what would 
become not exactly a mono- 
poly, but at any rate a very 
small oligarchy of advertisers 
which might have a serious 
effect on the public interest 
from the noint of view of con- 
centrating the power of a large 
number of small manufac- 
facturers.” 


. . . ’ al 
PRESS NEED NOT 
‘sy. r" y . 

FEAR TV ADs. 

Advertising appropriations 
should increase in proportion to 
the effective means of publicity 
so the press need not greatly fear 
sponsored television. 

This VICWPOINt Was given by 
Samuel Storey, M-.P., chairman, 
at the annual meeting of the 
Portsmouth and Sunderland 
Newspapers Ltd 

He said: “If and when spon- 
sored television comes, it will 
undoubtedly be a competitor for 
advertising revenue, but that is 
not a sufficient reason for a news- 
paper to oppose it 

“We stand for a free press and 
should not oppose free broadcast 
ing because it may hurt. us 
financially, We must be prepared 
to compete with it and, if we do 
so efficiently, I do not believe it 
will hurt us, for the amount 
available for advertising should 
increase In proportion to” the 
effective means of publicity made 


available to the advertiser.” 


‘Period wanted 
for experiment 


“Is sponsored 
fact, a competitive 
the question which 
pecple should ask 
lun Harvey, M.-P (director, 
W. S. Crawford Ltd.) told the 
Publicity Club of Bournemouth 

He said they should consider 
whether it would be more success 
ful from their point of view to 
spend on this medium the 
hundreds of thousands of pounds 
which they spend to-day on the 
press and poster industries 

Mr. Harvey thought it was a 
pity that there could not be a 
period of experiment 


ETHICS RULING 
FOR DOCTORS 


Doctors should not take part in 
any sponsored television or radio 
programme which would associ- 
ate them with a firm making or 
selling proprietary medicines, 

That is the view of the British 
Medical Association’s central 
ethical committee 

In its report to the Associa- 
tion’s conference at Cardiff, the 
committee ruled 

“It is unethical for a 
tioner to participate in sound or 
television programmes presented 
for, or on behalf of, firms using 
sponsored radio for advertising.’ 
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medium?” ts 
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Gardening trade may run a co-operative 
advertising campaign 


The gardening trade is considering launching a big co-opera- 
tive advertising campaign. Thirty-six firms were represented at 
a meeting in London organised by Plant Protection Ltd. to dis- 


cuss the scheme. 


This ad. pulled 
in America 


handwriting 


ry 


Siu Callignaph 


FOUN TAEIRSR ' 


Recently Biro-Swan Ltd. decided to 
test’ the possibility of selling the 
Swan Calligraph pen in the 
Imerican market. This advertise- 
ment featuring a reproduction of 
a letter from Lord Cholmondely to 
fubrey West appeared twice in 
the “New Yorker.” Biro found 
the results “quite staggering’ and 
although the advertisements ap- 


peared over two months ago replies 

still Through their 

agents, ( (Advertising) 

Ltd. they are planning a 

more extensive campaign in the 
United States. 


are coming im 


Lytle 


moOMW 


Memorials to two 


Odhams directors 

At the Lloyd Memoria! (Cax 
ton) Seaside Home, Deal. on 
Saturday, two beds were ded) 
cated to the memories of Arthur 
Gerald Phillips and Frank James 
Cook, who were both directors of 
Odhams Press Ltd. and of the 
Daily Herald Memorial tablets 
at the head of each hed were 
unveiled bw W. Surrey Dane 
(president of the Home) 


A committee was formed to give further 


consideration to the idea. 


London Press Exchange Ltd 
agents lant Protection Ltd., 
were represented at the meeting 
by invitation, They suggested 
that an appropriation of not less 
than £50,000 per year for three 
years, afterwards reducing to a 
lower figure, would be necessary 
But even at this figure it would 


for 


be difficult to use media other 
than press and public relations 
The campaign they envisaged 
would cover a period of eight 


months of each year, starting in 
February, pausing ay the end of 


July and = continuing through 
September and October 
Using material from a survey 


conducted Jast year the agency re- 
ported on the “ordinary 
gardener.” 

The survey showed that among 
those responsible for this coun- 
try’s nine million gardens, three 
million were enthusiastic. four 
and-a-half million were moder- 
itely enthusiastic and one-and-a- 
half million were not interested 
The appeal would be primarily 


The net sales of “Advertiser's 
Weekly” continue to rise. 

Here are the A.B.C. figures: 
January-June, 1952 8,096 
July-December, 1952 8,268 


153 $999 


January-June, 


addressed to the second category 

Any co-operative campaign, if 
it is to succeed, must have as its 
basis a simple, clear, all-embrac- 
ing theme far stronger and far 
more elevated than would be, or 


indeed could be, used by any 
individual member of the co 
operative body. There must, in 


fact, be a crusading spirit about 
it which, ideally, lifts it above the 
ordinary run of commercial cam 
pajgning,” the agency stated 


Calling all cricketers-for NABS 


Anyone who to 


cricketing fame, and fancies his 


asnires 


chances of playing in the “Two 
Freds” match at Hurlingham on 
Wednesday. September 9, should 
forward his name to Ray Nash, 


of Dudley Turner & Vincent Ltd., 
19 Buckingham Gate, W.C.2 

The captains will be--H. H. I 
(Doc) Gibbons of Berrow’'s 
Worcester Journal, Press X1. and 
Pat Auld of Auld & Tilbury Ltd., 

gents X1 

Sale of tickets is in the hands 
of A. H. MelIsaac of Argus 
Press Ltd., and Leo O'Farre!}l. of 


Rumble, Crowther & Nicholas 
Ltd. 

The auction, handled by 
Harold Fish of the Daily 


Telegraph, will include cricket 
bats autographed by members of 
the Australian Test touring team 
Offers for the auction and also 
offers of incentive prizes should 
be sent to H. Dawson-Salmon, of 
the Argus Press Ltd The first 
offer, already in, is from “Rajah” 
Chrimes, of Ronson Products 
Ltd 


Probe ad. costs call 

Leeds Regional Hospital Board 
spent £42,000 advertising for staff 
last year 

It has decided to submit the 
question of economy in advertis 
ing to the committee of inquiry 
into the cost of the National 
Heaith Service 


How similar efforts paid | 


The gardening trade were given 
the following facts about previous 
co-operative Campaigns 

Gas (Mr. Therm): Faced with 
competition trom the lusty elec- 
trical industry and a belief that 
gus was on the way out. the Bri 
tssh Commercial Gas Association 
started, in IYI1, its co-operative 
campaign. By 1935 gas consump 
tion had increased 71 per cent 


Fruit (Eat) More Fruit’): 
Launched by the Fruit Federation 
in 1923, after six years the value 


of fruit imports rose by 
£17,000,000 at a total publicity 
cost of £ 1RO.000 

Fish (“Eat More Fish"): In the 


first year of the campaign started 
in 1929 by the British Trawlers 
Federation, fish sales rose by 
£1,048,020 at a cost of £43,000, 


Beer (‘Beer is Best™): Started 
by the Brewers’ Society in 1933, 
consumption rose from 13,228,401 
barrels (1932 figure) to 16,253,368 
barrels in 1935 Advertising ¢x 
penditure in 1935 was £200,000 


Tea: The Empire Tea Growers’ 
Association started a campaign in 
1934. Results in one small test 
area (Hull) showed that a few 
months after the campaign started 


consumption of tea rose by 11 
per cent 
Telephones: A 1925 campaign 


was suspended because the de 
mand temporarily exceeded the 
supply. During the three years 


after the start of the 1932 G.PLO 


campaign, the number of tele 
phone stations increased by 17-9 
per cent. Campaign advertising 


expenditure, 1935: £31,000 


-... and how another would work 


Shilling in each £30) turnover 
plan for ad. campaign fund 


Prospects of a joint publicity 
campaign by the furniture and 
bedding trade are strengthening 
A sum of £250,000 4 year has 
been suggested by one bedstead 
manufacturer 

He is Alan Myer, joint manag- 
ing director, Horatio Myer & 
Co., Ltd. In a letter to The Fur- 
nishing World, in support of a 
suggestion that the campaign 
should have the combined back- 
ing of both the manufacturing 
and retail trades, he says: 

“The sales of the furniture and 
bedding trade are in the region 
of £150,000.000 and it must there- 
fore be apparent that they are 


Woor the Wealth of the Commonwealth 
prvvents Thee B . 
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There os NOP cutretetote tow ‘ UD) , 
Wherever the Queer con during 
her Coronation tour he British 
Isles the International Wool Secre 
tariat has taken lar paces featur 
ing a map of the Re route This 
full page appeared the “South 
Wales Echo” last wee Dorland 

Advertising Lid. are the agents 


trades capable of raising consider 
able sums for publicity 

“For instance, £250,000 a year 
as a joint publicity fund would 
he sufficient for a very laree cam 


paien; iis, however, a mere one 
sixth of one per cent of sales, 
or Is. on every £30 of turnover 


“The total expenditure by the 
wholesale and retail advertisers 
in the furniture trade to-day is 
in the region of one per cent of 
sales, and although the addition 
I have suggested would still leave 
the total percentage effort on 
publicity well below that of the 
competitive trades, | believe that 
it would be money well spent.” 


Nationalisation: 
Lord Lyle calls 


for offensive 


Lord Lvle, president of Tate & 
Lyle, told the annual meeting in 
London of Aims of Industry Ltd., 
that he was proposing to contact 
leaders of the industries immed: 
ately threatened with nationalisa 
tion or State control, with a view 
of setting up a “General Staff” to 
plan a counter offensive. 

“It may be said that industry 
is ‘ganging up.” he declared, “it 
is for a united defence of a free 


enterprise system, without which 
Britain, as a trading nation, 
would collapse Ihe workers 
must be warned, therefore. that 


the terrors of unemployment are 

daily brought nearer the 

threats of nationalisation.” 
Members of the “General Staff” 


hy 


and the nature of the “counter 
offensive” have not yet been de 
cided upon, 4 spokesman states 
Nor has any decision yet been 


taken on advertising 
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Diploma examination results 


UCCESSFUL candidates in each of the four divisions of the 
Advertising Association’s diploma examination are listed 
below, together with the names of prize-winners. Prizes are 
awarded on the results of the final papers in the examination— 
Division “D”. D. F. White who achieved the highest marks in 
Division “D” and so qualified for the thirty guineas prize, by a 
decision of the Education Committee will have his diploma 
endorsed with the words “with distinction.” 
LONDON 


Division “D" (Prize Awards) 


Ist Prize GO guineas) D. F Division “C” 
White, 4 Lingfield House, Park fear ee ot Ms. yd 
. 79, F De » te ’ 
Court, Lawrie Park Road, S-E.26. 1). Barrett, J. E. Bartlett, A. H. 
2nd Prize (20 guincas) J. M Bouldin, J. Caiden, C, F. J. Chor- 
Banister, 17 Elm Farm Avenue, jey. G. M. Cooke. D. F. Craft, 


Marston Green, 


Birmingham D. H. Davies, B. F. Dawis, K. J. 

trd Prize (10 guineas) R. J. Deadman, D. J. Dellow, P. S. Earl, 
Cowen, 201) Princes Gardens, : a ‘+a P. M. om. S. D. 
London, W.3 Gaskin, R. C. Hanson, J. F. Hayes, 

The first three candidates in the K. J. Holmes, K. R. Holt, R. W. 
other divisions were as follows Jones, P. C. Leighton, P. J. McCabe, 
Division °C’ ~ eg O . ns tg Ri: . 

. inors uayie a 

Ist Miss 1. M. Dalton, S.W.1 ies M. O. Share, B. H. Silverman, 

2nd E. C. H. Webb, S.W.7 F. Simons, R. Stannard. 

jrd J. Carden, N.W.3, and SimaneNcaa 
D. F. Craft, Kenton, Middlesex Pass: D. F. Coplestone. 
Division “B” MANCHESTER 

Ist Miss T. Pasricha, S.W.3 Pass: D. S. Wightman. 

Ind ¢ E Blackwell, Romford, INTERMEDIATE 
Fssex 


EXAMINATION 
Division “B” 
Ihe following have obtained the 


trd A, J. Bianco, 
Division “A” 


WR 


Ist A. J. Andrew, N.2, and — Intermediate Certificate : 
R. B. N. Massey, E.C.1 LONDON 

2nd W. G. Ashton, Blackley, Good Pass: A. J. Bianco, C. E. 
Manchester. Blackwell, A. J. Gibson, G. M 

‘ . . Robertson, 

FINAL EXAMINATION Pass: T. G. Childs, C. J. P. 

Division “D” Cooper, R. A. Cooper, L. A. K. 

The following have obtained Curry, P. Dale. R. S. Davies. S. P. 
the diploma of the Advertising Davies, T. Davies, R. P. G. Dowd- 
Association all, W. H. Dowse, Miss S. D. 
LONDON French, F. L. Fryers, M. J. Gilbert, 

Good Pass: R. J. Cowen. Miss J. L. Harris, F. M. Holmquist, 

Pass: RK. G. Allan, S. J. Carter, R. S. Jennings, W. J. C. Kitto, R. J. 
J. F. Foster, P. J. Hopwood, P. lee, J. A. Loman, G. P. D. Me- 
Hutchings, G. L. Jackson, W. J. Donald J. R. Morris, A. G. Penney, 
Jackson, K. L. Jessup, F. J. Josting, Mrs. B. J. Randall, L. C. Richard- 

. H. G. Kent, P. W. Lipman, J. P son, L. F.C. Rix, L. G. Scutt, B. H. 
Mulcahy, D. FB. Perry, A. C. Smith, D. Sutherland, W. L. Walters- 
Race, A. FE. Seddon, A. F. J. Wilson Page M. . Warwick, Miss 
BIRMINGHAM P. FE. M. J. Wetton, td. R. Wilkins, 

Good Pass: J, M. Banister J. R. Yates. 

Pass: D.C. Caunter, Miss C. Hill ABERDEEN 

©. Mantell, D. Bo Newcomb. Pass: Miss S. J. C. Gill. 
MANCHESTER BIRMINGHAM 

Pass: N. Scott Pass: A. Phillips. 
NEWCASILI GLASGOW 

Pass; R. W. Goodfellow Pass: J. A. Kedda. 
ST. HELENS LEEDS 

Pass: J. O. Rowlands Pass: A. Emmerson. 


SHEFFIELD 
Pass: L. L. Durrant, 
H. Hughes. MANCHESTER 


Divisions “C" and “D" Pass: J, McCairn, R. S. Newton, 
LONDON A. P. Wood. 


LIVERPOO! 


D. J. S. Bar, Pass; A. Marshall. 


Pass in both Divisions: Miss J. A NEWCASILI 
Churchill, R. P. L. Evans, G. H Pass: D. Me. L. Carson, Miss 
Hales, R. FF. Long, S. T. Sykes, ©. A. Swan, D. J. Woodroff. 
G. K. Thompson, K. R. Ulyatt, WOLVERTON 
F.C. H. Webb, Ro Ho. Whittam Pass: R. C. Staley. 


Pass in “C," 
D. F. White. 
BIRMINGHAM 


Good Pass in “D" Divisions “A” and “B” 


LONDON 


Pass in “A.”’ Good Pass in “B" 


Pass in both Divisions: J. Rowe Miss T. Pasricha. 
D. W. Saunders. Pass in both Divisions: R. P. 
Other results in the final section Brandon, W. T. Dage. N. L. sg 
are as follows: K. A. Hart. EF. C. McGregor, F. H. 
Divisions “C" and “D”" Rumbold, Miss C. L. S. Seidel, A N. 
LONDON Shamsie, L. G. Smith, Miss E. A. G. 
Pass in “C" only: A. F. L. Giles Weaver. 
R. F. Harnden, P. A. M. Joseph, BIRMINGHAM 
H. Latin, B. J. Leary, A. H. 1 Pass in both Divisions: D. t 
Lonie, S. V. Sista. Bird 
LEEDS COVENTRY 
Pass in “C” only: J. W. C. Bull. Pass in both Divisions: J. A. 
MANCHESTER Chatham. 
Pass in “C" only: S. D. Antrobus, OXFORD 
NEWCASTLE Good Pass in “A,” Pass in “B" 
Pass in “OC” only: A. Cormic T. EF. Hooson. 


members of the 


posal to leave the 
has its headquarters in Manchester 


In Dublin the 


Other results im the 

section are as follows: 
Divisions “A” and “B” 

LONDON 

Pass in “A” 
Esbester, D. T. 
Wesson 
COVENTRY 


only: 


Pass in ‘A’ only: C. M. Alder- 
ton. 
LEEDS 

Pass in “A” only: K. T. E. Price. 
LIVE RPOOL 

Pass in “A” only: D. J. M. 
Barney. 
NOTTINGHAM 

Pass in “A” only: D. G. Newton. 


Division “A” 
LONDON 
Good Pass: A. J. 
R. B. N. Massey, Miss V. Sladek 
Pass: B. F. Andrews, J. Andrews. 
P. A. Balen, D. G. 
Barron, G. J. Bradford, J. R. 
Breach, J. F. Bruce, D. Cann, P. M. 
Clarke, Miss L. I. Coates, K. G. 
Comfort, K. J. 
Cornell, Miss S. 
Crawford, J. M. 
Dodds, R. C. Fama, 
R. Fletcher, N. E. Foreman C. B. 
Franks, T. J. S. Furey, ! 
Grover, D. B. D. arpe 
Harris, Miss S. D. Hews, 
R. P. Hooper, P. C. Lagden, R. 
Leighton, H. R. Lenthall, M. T. 
Lockwood, C. Makoff, J. H. Martin, 
Miss D. L. Mermikides, Miss S. E. 
Morrell, A. R. Norman, G. O'Con- 
nell, O'Neill, I. ¥ y= ston, M. A. 


Andrews, 


M. Cox, . 
Denham, S. T. 
D. F. Ferguson, 


Parker-Brady, C. Pascoe. 

Pass: A. F. Peckine, dD. Cc. Pe- 
ton, D. J. Potter, W. G. Povall, G 
Room, A. T. Wheatley, J. M. Wil- 
mot. 

ABERDEEN 

Pass: G. McIntosh. 
COVENTRY 

Pass: R. B. Jephcote, A. D. 
Taylor 


DUBLIN 


Good Pass: G. Gamlin 
Gl ASGOW 

Pass: Miss M. J. Anderson 
LEEDS 

Pass: 1. M. Glover 
LEICESTER 

Pass; F. W. Willbond. 
LIVERPOOI 

Pass: J. P. Roberts. 


MANCHESTER 
Good Pass: W. G. Ashton 
Pass: Miss S. M. A. H. 
R. F. M. Broughton, I 
B. P. Dencer, A. 
T. Hodgkinson, C. 
NOTTINGHAM 


Bell, 

. Cartwright, 
Garman, 

Myerscough,. 


Pass: R. J. Bee, G. S. Robson. 
SHEFFIFLD 

Pass: M. §. Ducksbury, J. I 
Fatly, H. Turner, F. W. Wright. 
OVERSEAS MADRAS 

Pass: Ramdas Balakrishna. 


Printers defeat 


‘one union’ move 


By 1,106 votes to 324—Irish 
Typographical 
rejected a pro- 


Union—which 


Association have 


and form an Irish-based Union. 


The members concerned are em- 
ployed in newspaper and job print- 
ing offices outside the Dublin area. 


compositors’ Union 


is an Trish-based organisation, the 
Dublin Typographical Provident 
Society, which recently submitted a 
case for a five-day week to the 
Irish Labour Court. The case is 
strongly opposed by the Dublin 
Master Printers’ Association. 


intermediate 


Miss M. C. 
Hardnutt, R. FE. 


Ball, P. H. 


Cornelius, G. J. 


Jury 16, 


STUDENTS’ 
CIRCLE IS 
FORMED 


Students for the 
Association diploma 
tions now have their own inde- 
pendent organisation the 
Advertising Association Diploma 
Students’ Circle (Students’ 
Circle for short), 

Sponsored by the Society of 
Diploma Members of the Adver- 
tising Association, it is open to 
all who have been accepted as 
registered students by the Adver- 
tising Association. It is approved 
in principle by the education 
committee of the Advertising 
Association, 

Its objects are: to unite students 
on a nationa! basis and help them 
in problems relating to. their 
studies; to assist students in the 
Forces or overseas; to make 
recommendations to the Advertis- 
ing Association education com- 
mittee; to promote higher stan- 
dards of study and tuition; and to 
encourage D.A.A.s to participate 
in educational activities. 


1953 


Advertising 
examina- 


Management committee 


The following 
committee has been formed: 
chairman, F. W. Jefkins, educa- 
tion officer, S.D.M.A.A.; mem- 
bership secretary and treasurer, 
R. D. Bandy, P.R.O., Remington 
Rand Ltd.; committee secretary, 
Miss M. E. Mibeville, business 
madager, publications department 
James A. Hodgson & Co., Ltd: 
advisory service, A. Bruce Mac- 
Coll, research manager, G. S 
Royds Ltd.; News Letter editor, 
W. R. Creed, senior advertising 
assistant, Spratts Patent Ltd; 
H. Q. Faichney, manager, Adver 
tising Appointments Bureau; 
Advertising Association education 
committee representative, Miss 
Audrey Deans, media manager, 
Pritchard, Wood & Partners Ltd.: 


Management 


ex-officio members (officers of 
the $.D.M.A.A.), A. D. Davis, 
associate director, Armstrong- 
Warden Ltd.; J. J. Proudfoot, 
account executive, Mather & 
Crowther Ltd.; Miss P. M. E 
Horner, assistant to advertising 
manager, Yardley & Co., Ltd..: 
library service, D. A. Souray, 


account executive, Greenlys Ltd.; 
press officer, R. B. Smallpage, 
London advertisement manager. 
Newcastle Evening Chronicle and 
Middlesbrough Evening Gazette 


Basic activities 


The management committee in 
cludes one member of the Coun- 
cil of the Advertising Association, 


three members of the AA 
education committee, and four 
evening class lecturers. 

Initially the students’ service 


has the following basic activities 
advisory service, library 
quarterly Newsy Letter. 
with the Advertising Association 
Other activities, such as summer 
and week-end schools, works 
visits, social events, and student 
delegations, will be arranged as 
the membershin grows 


service, 
and liaison 
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Why 3-D ‘specs’ 
are refused as 


printed matter 


The Post Office adheres to its 
decision that coloured spectacles 
for viewing 3-D advertisements 
cannot be sent through the post 
at printed paper rate. Approaches 
by both the Advertising Associa- 
tion and the British Direct Mail 
Advertising Association have 
failed to persuade the G.P.O 
to alter its decision 

An official of the Postal Ser- 
vices Denartment has given the 
following exnlanation, in the 
course of correspondence with 
Laurence Snringett, genera! secre- 


tary. B.D.M.A.A., and L. E 
Room, director general, Adver- 
tising Association 

“Our rules governing the 


printed naner post, rest on Statu- 
tory Regulations and the Post- 
master-General has no power to 
authorise the transmission at the 
printed paver rate of any article 
not conforming to the definition 
of a printed packet in the 
Warrant...., If the Regulations 
were amended to admit the spec- 
tacles we could not in equity ex- 
clude numerous other articles 
whose claims to admission as 


printed matter are often urged 
upon us. The result would be a 
serious loss of revenue which 


would be particularly undesirable 
as the printed paper post is al- 
ready subsidised by the letter 
post.” 

The matter 
raised in a 
B.D.M.A.A 


advertising 


was originally 
letter to the 
from W. F. Elliott, 
manager, British 
Optical & Precision Engineers 
Ltd. He revealed that the Post 
Office has refused to accept at 
printed paner rate a journal! 
containing a single-page leaflet 
anaglyph because the gelatine in 
the anaglyph spectacles, was not 
“printed matter.” 


New line in 
3-D press ads. 


Three dimensional advertising 
has arrived in South Africa 
Recently the South African 
Packaging and Sales Promotion 
magazine carried an advertise- 
ment by the printers of the 
journal, the Standard Press, show- 
ing an example 

Spectacles were supnlied with 
each copy of the magazine. The 
advertisement was scheduled to 
appear in the July issue of 
Food Industries of South Africa. 
Both are published by South 
African Publishers Ltd 

Four days after the first appear- 
ance of the Standard Press ad. the 
Cape Argus carried a half-page 
claimed to be the “World's first 
3-D press advertisement.” It was 
for Castle beer and was in black 
and white 

Iwo identical pictures were 
published side by side and to ob- 
tain the third dimension 
had to place a mirror 
between the two 

The ad. was placed by the J 
Walter Thompson Co 


readers 
vertically 
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(DUNFERMLINE TRADERS WELCOME BERTRAM MILLS CIRCUS < 


A MUIRESON S 


© 4) QUtEn ame OT 
mney 


This is a section of a composite full page which appeared in the Dunfermline Press on Saturday, in which 


local traders tied up with a visit of the Bertram Mills Circus 


drawings in the office, final drawings and blocks being supplied by R. 


Edinburgh 


Press 


golfers competed for 
“President's Day’ Stableford meeting, at Blackmoor, Hants 
Brittain Coronation Trophy, valued at £100, was won by Joe Canty (Sunday 


prizes 


Chronicle’). This prize winners 


awarded by 


group 


Sir Harry Brittain at his 


The Sir Harry 
rieht—Colin 


comprises—-left to 


Turner, Joe Canty, Sir Harry Brittain, H. L. V. Day, C. 8S. Collen-Smith, 


Liverpool 


The feature was 


designed with preliminary 
Advertising, Hanover Street, 


MP. speaks for 


. . 
advertising 

Advertising should be used to 
brighten up a town said Clement 
Davies, M.P. for Montgomery- 
shire, speaking at the opening of 
the Newtown Trade Fair 

The most valuable invention 
was useless if people were not 
told about it and where it could 
be obtained. The wider the ad 
vertisement the more people 
would be able to use it, the lower 
would be the overheads and the 
goods would be cheaper, he said 


Drive to penetrate the 


ranks of 


Further expansion in member- 
ship should aim at a more 
balanced representation from all 
branches of industry, said W. 
John Merrick, public relations 
officer and publicity manager, 
Evans Medical Supplies d., 
when elected chairman of the 
Liverpool and District Publicity 
Association. 

Other officers elected were: vice- 
chairman W. Sutton; hon. 
treasurer L. A. Lomax; hon. secre- 
tary T. Sherman. New council 
members are Miss Audrey Bullen, 
E. Horsfall and C. Wharf. 

S. Hopkinson, Edward Stuart, 
E. W. Booth, L. A. Lomax, and 
W. H. Wilde were clected vice- 
presidents, 

Mr. Merrick defined the main pur- 
pose of the Association as being to 
undertake locally the work done at 
the Advertising 
The Publicity Associa- 
tion had little 
cause for re- 
proach in te- 
gard to educa- 
tion. Their 
vigilance ac- 
tivity was 
small and 
necded deve! 
oping so that 
they would be 
in a position 
to assist any- 
one in the city 
who _ needed 
advice on an 
advertising 
proposition 
which might 


a national level by 
Association, 


~ I 


WwW. John Merrick 


have a 
dubious air and so that the Associa- 
tion could act 


as a watchdog on 


industry 


behalf of the good name of adver- 
tising. Their public relations job 
was that of promoting public con- 


fidence in advertising. The recent 
Miles Thomas Report recognised 
the importance of clubs as a 


medium for this task and they still 


had a vital part to play in the 
Merscyside area. 

Although they had reached the 
200 membership mark, there was 


the inevitable wastage which neces- 
sitated a constant drive for mem- 
bership. Their weakest section was 
industry ; many important 
industrial firms were outside their 
ranks. Industry still needed to 
understand the importance — of 
advertising as a factor in economic 
production and they should aim for 
more members from that sphere. 


C. Roderick Gallant, chairman 
(right), Publicity Club of Leeds, is 
shown handing the “Yorkshire 
Evening News” trophy to the winner 
Charles H. Dyson, at the Club's 
annual golf competition. Runner- 
up was George Howe. J. Y. H. 
Bowden won the pitch and putt. 


Clubs’ Conference message from 


A message has been received by the organisers 


of the Advertising Clubs’ Conference at Harro- 
25 to Monday, Sep- 
Borton, president of 


gate (kriday, September 
tember 28) from Elon | 


America 


the Advertising Federation of America, a promi- 


figure of Clubs’ Day at 
Conference two 


nent 
Advertising years 
wishes to the Conference 
part in it. 

This month's new 
Federation of America 
ing more than 40,00 
special message [to 
informing them of (lx 


members 
American 
Conference. 


able to attend at H 
be included among 

Conference arranm 
the draft programn« 
Conference working 
Development Com tee of 
Association, when the ¢ 
on Saturday 


he speakers. 
nents 


bulletin of the Advertising 

with a circulation cover- 
will contain a 
Club 
It is hoped 
that any who are in | urope at that time will be 
wate and that some will 


to date, 
will be discussed by the 
ommittee and the Club 

t Advertising 
D.C. meets in London, 


the International 
ago. 
Borton has sent his personal greetings and best 
and to all who take 


Mr. 


leaders 


including 


Flon Borton 
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W.D. Morrell succeeds F. L. Johnson 
as ‘Birmingham Gazette’ chief 


bk. L. Johnson, managing director 
of the Birmingham Gazette and 
Despatch Ltd., announced to the 
staff at the week-end that he is 
retiring on September 30, having 
passed the pension age and will be 
succeeded by W. D. Morrell, at 
present director and manager of 
the company. 

Mr Johnson started his 
paper career 48 years’ 
Hastings Observer Following a 
spell in’ Malaya and military ser- 
vice in: World War I he held edi- 
tonal appointments on the Daily 
Mail, London, — the Newcastle 
Chronicle, the Middlesbrough 
Gazette and the Leicester Mail 
(managing editor 


new 
ago on the 


and director). In 


” 


b. Ewart Berry making the farewell 
presentation to Fred Slaughter 
(left) and Reg Palmer. 


Presentations to 
Reg Palmer and 
Fred Slaughter 


On Friday, at a special 
lunch, attended by all the adver 
tisement managers of the Kemsley 
Newspapers, Fred) Slaughter and 
Reg Palmer were entertained by 
Vv. Ewart Berry. 

Afterwards, in) Kemsley House, 
in the presence of the whole of the 
advertisement staffs, Mr. Slaughter 
was presented with a pair of Zeiss 
racing glasses and case, togetrer 
with an antique solid silver coffee 
set; Mr. Palmer with a solid gold 
cigirette case and a Doulton dinner 
service bach received a folder 
containing the signatures of all sub 
scribers, not only in the London 
office but throughout the provincial 
group, 


(See “They Always 
of Others” -page 94.) 


private 


Thought 


1931, at the height of the Tyneside 
newspaper war, he went to. the 
Northern Press Ltd. at South 
Shields and was actively associated 
with the reorganisation of the com- 
pany's newspapers when the West- 
minster Press acquired control in 
1934. When appointed to Birming- 
ham in March 1948 Mr, Johnson 
was editor-in-chief and a director 
of the Northern Press. 

At Birmingham Mr. Johnson has 
been president of the Birmingham 
Publicity Association, president of 
the West Midland Newspaper 
Socicty and is a West Midlands 
councillor of the Newspaper 
Society, president of the Birming- 
ham Area Committee of “Old 
Ben,” and of the Birmingham Press 
Ball. 

Mr. Morrell is the 
Morrell, recently retired chairman 
of Westminster Press Provincial 
Newspapers Ltd. He has been 
director and manager of the Bir- 
mingham Gazette & Despatch Ltd 
since March 1948 and was pre- 
viously manager of the Nottingham 
Journal Ltd. Prior to the last war 
he was in charge of classified ad 
vertising in Birmingham. Following 
i move to the Nottingham Journal 
Ltd., he served during the war with 
the forces. In 1948 he returned to 
Birmingham from Nottingham 
where he had held the position of 
manager of the Nottingham papers 

* * * 

A. J. Richmond, until recently 
with the H. V. Gould organisation 
of Fleet Street, joins Time and 
Tide on Monday, where he will 
take over the general advertising 
division, in succession to Louis 
Kaufman. 

* * * 

Margaret Sweeney, formerly with 
Colman, Prentis & Varley Ltd., has 
joined W. S. Cowell Ltd., designers, 
printers and lithographers, as their 
chief designer. 

* * * 

New recruit to the copy depart- 
ment of Clifford Bloxham & Par- 
ners Ltd., is Colin Pearson who, 
hefore coming down from Cam- 
bridge University, was a script 
writer for “Footlights’ May Week 
Revues 

* * * 

L. F. Meadows, who joined the 
Robert Freeman Co., Ltd., in 1950 
ind has been company secretary 
since 1982, has been appointed to 
the board of directors 

* * * 

Fk. A. Nicholson, managing direc 
tor of Legget Nicholson & Partners 
Lid., is returning on the Maure- 


son of J. B. 


I I Johnson iu 


R. Warrington 


three 
acting 
Orr & 


tania this week after his 
months’ stay in America as 
president of Robert W 
Associates of New York 

* * + 

G. J. Palmer, managing director 
of Regina Studios (Signs & Displays) 
Lid., is leaving next Tuesday for a 
business top to Belgium, Luxem- 
bourg, France Switzerland, and 
Italy 

. * * 

The staff of Auger & Turner 
Ltd., said poodbye to production 
department member Judy Coleman 
last week. She recently married a 
young American and together they 
are joining two Australian newly- 
weds on a special honeymoon 
round-the-world trip by tractor 
and caravan. 


PRO for Wedgwood 
pottery 


Alan Eden-Green, 
tions officer, Lambeth Borough 
Council, has been appointed pub- 
icity manager and public relations 
officer to Josiah Wedgwood & Sons 
Ltd., the pottery firm. Mr. Eden- 
Green has been at Lambeth five 
years. He was the Borough Coun- 
cil’s first P.R.O. He takes up his 
new duties at Barlaston, near Stoke- 
on-Trent, in September This is 
also a newly-created Mr. 
Fden-Green is a mem- 
ber of the Public 
Relations 


public rela- 


position 
prominent 
Institute of 


* * * 

Miss Mary Joyee, former fashion 
editor and a director of Fashion 
Trade Weekly, has joined Dudley 
Turner & Vincent Ltd. as fashion 
executive. She had recently been 
handling the press interests of Susan 
Small Ltd... and = was previously 
with Women's Wear News 


Jean Lytle eS 


Wheeler C. 1. Williams 


Meadows 


S. C. Peacock name 3 


associate directors 


SS. CC. Peacock, Ltd., have 
appointed three new associate 
directors They are J. D. Smith, 
semor account executive at Liver- 
pool; C. IL. Williams, who joined 
the company three years ago; and 
J. A. W. Wheeler, studio manager, 
London office. During the war all 
three served in Italy. Mr. Williams, 
who went straight from Eton to 
the Guards, was wounded and 
received the M.C. 

* * * 

A. R. Warrington, late of Lewis's, 
Ltd., Manchester, has been ap- 
pointed publicity controller at Wel- 
wyn Department Store, Lid., 
Welwyn Garden City, Hertfordshire 
He succeeds A. Sweeney, who has 
vone abroud. 

* * > 

Jean Lytle, press relations officer 
at Pictorial Publicity Co., Ltd., is 
leaving at the end of the month and 
iS going to America to gain experi- 
ence there. She expects to be work- 
ing in New York. During her five 
years with the firm, she handled 
the press relations for Joyce (Cali- 
fornia) Ltd., Selby Shoes, Charles 
of the Ritz Cosmetics and Christian 
Dior, I. Miller Beautiful Shoes 
Bentalls, etc. Before joining Pic- 
torial Publicity she was with 
Reuters and edited Film Post for 
three years. 

* * * 

Miss Joyce Blow has joined the 
Counci! of Industrial Design as 
assistant to the press officer, Mrs. 
M.-J. Lancaster. Miss Blow has 
been working in the publicity de- 
partment of the Federation of 
British Industries. 


@ More News About People 
on page 142 


A.B.C. Figures 
July to Dec. 1952 


Coples 
Weekly 


CAMBRIDGESHIRE TIMES GROUP “7 of: : Times suitoincs, wancs 
64,246 


London Representative : 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


W. H. WALMSLEY 
Tel. Central 9353 
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ou can sense the secure comfort of 

some homes the moment you step into 

them. And there you are almost certain to 
find (,OQO1D HOUSEKEEPING being 
read and respected for its brilliant and 
authoritative features. This. indeed. is the 
market for those whose products appeal 

to women able to pay a little more for 

what they know is so much better... 

and whose faith in what they buy is all 


the greater for knowing that 


every advertisement in 


ood housekeeping 


is guaranteed | 


THE NATIONAL MAGAZINE COMPANY LIMITED, 28/30 Grosvenor Gardens, London, S.W.I 


ee, ee (ES a 0 ~ ee, — “ae ‘4 o 
“, NN RR scat roe Bey . 4 “a 
Jury 16, 1953 93 ee 
P os coe 
" 
ee 
. 
- 
a 
| Po ; 
a 
s 
i 
i 
‘ 
; « 
| & : 
Po a 
F an 
: 
J 
ee 
. iF : 3, — . 


sitbete be iss 


ADVERTISER'S WEEKLY 


, They always thought of others’ 


Space buyers, media men 
honour Fred Slaughter 


and Reg Palmer 


London agency men said 
goodbye last week to two nota- 
bilities from the newspaper 
advertisement world. They 
were Fred Slaughter and Reg 
Palmer who have now retired 
from, respectively, the position 
of general advertisement man- 
ager and assistant general ad- 


vertisement manager of 
Kemsley Newspapers. 
At a luncheon at the Con 


naught Rooms organised by | 
O'barrell (Rumble, Crowther & 
Nicholas Ltd.) and Jack Bottell 
(Alfred Pemberton Ltd.), some 
forty space buyers and media 
men from London advertising 
agencies Came to hear, and pay 
tributes, and see Fred and Reg 
each receive a portable radio 
sel 

The presentation was made by 
A. W. Smith (Frederick Aldridge 
Ltd.) who spoke of the way in 
which both men had always 
thought of others He need 
hardly say what the Two Freds 
Cricket Match, started by Fred 
Slaughter together with the late 
Freddie Harradence, had meant 
for N.A.B.S., and he sincerely 
hoped that new — generations 
would not forget the founders ot 
the match, Reg Palmer had 
turned his attention to ex-service 
men and had done excellent 
work for the British Legion 


Advertising is in safe hands 


In presenting the radio sets, Mr 
Smith asked them, if the weather 
forecast was good, to give a 
thought to Fleet Street, But if it 
was “wet and windy” they should 
turn the knob off, because that 
was not the Fleet Street spirit 

The two guests of honour were 
toasted with musical honours and 
cheers 

In reply, Mr. Slaughter said 
that 46 years in Fleet Street was 
a long time, but in going he was 
happy that advertising was in 
extremely safe hands on “both 
sides of the fence.” “You cannot 
sell a good article in a bad paper 
or a bad article in a good paper, 
he said. 

Mr. Palmer recalled how many 
people in Fleet Street had been 
willing to help him, “IT have been 
all round the world but it was not 
till | came into Fleet Street that 
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. . ‘ . 

: ‘Gastronomic 

° ] 

: good-bye 

: Iwo verses froma poem on 
: the menu at the “Gastronomic 


Goodbye —a_ Parting 
for Reg and Fred 
We ought to say, we 
really oughter, 
We're going to miss our 
splendid Slaughter 
Life will be dull) though 
maybe calmer 
Without our pal, the 
peerless Palmer 
: 2 


Spread 


. * 
And now, sit’ back, 
refreshed, replete 
Weve worked the menu 
through. 
We've broken bread, we've 
eaten meal, 
vet empty 


We're full 


eee 
PUTTTTITILITILITT eee 


A castle on 
hands 


of Works in Edinburgh. 


carried into the firm's 


showrooms) measures 


Jury 16, 


1953 


their 


By way of publicising Scotland, 
and Edinburgh in particular, The 
North British Rubber Company 
is devoting window space 
offices and showrooms in Totten 
ham Court Road, London, to a 
model of Edinburgh Castle 
has been arranged through the 
Scottish Tourist Board and with 
the co-operation of the Ministry 


at its 


This 


This model (here seen being 
London 
approxi- 


too mately 6 ft. 6 in. by 4 ft. 6 in 
: We'll give to you a special ie. > Bana. director and wenerat 800 stands 2 ft, high. it was 
: grace; sales manager, Hoover Lid. (centre) originally created by a Dutch 
> Honour it how you will presenting the challenge cup to Man, Julius Geersche, for the 
: “Here's to the pair who'll G. D. Fletcher, display manager War Office about 70 years ago 
® leave a space of Owen Owen Lid Liverpoo! It has been brought up to date 
> That none will ever fill.” national prize winners in the recent from time to time and was an 
PITTI TTT TTTiT TTT TiTTTT TTT TTT Te Hoover window display contest. exhibit for many years in the 


I realised how kind Fleet Street 
could be,” he said. 
Among the many 


others of At the June luncheon mec 


LABENO lunch 


burgh 


from there in 1949 it 
ting of 


Royal Scottish Museum in Edin- 
Since jit was removed 
has not 


been on view to any great extent 

» . . the London Association of British Ys S t 

a ae oe - Empire Newspapers Overscas E. hecause its size is on the large 

; Bayley, of J. L. Morison Son & side for normal display purposes 

Hibbitt (the J. Walter Thompson jones tt spoke on “British West Space 1s also given, in the 

Co., Ltd), J. H. Barnett (G. S Africa To-day showrooms, to publicity matter 

Royds Ltd.), Gordon Millem Members present included: (¢ for the Edinburgh International 
(Sells Ltd.), Ernest Groombridge Furner (Colin) Turner (London) 


(Foote, Cone & Belding Ltd), Etd.), G. Mitchell (Bennett 
Dan Warnock (Younger Film man & Coo, H.W. Andre: 
Publicity Ltd), E. H. Roberts Pioneer), H. | Varley 
(Lendon Press Exchange Ltd_). 


(Australian 
Consolidated Press), Bo J. Kirchner 


Festival while the 
, Cok 
we (The « portion of The North 


Rubber Company's 


display ts 
rounded off with a photograph of 
British 
factory in 


(The Statesman Ltd). C. Tharoor Edinburgh with Edinburgh Castle 
and Reg. Cooke (Lintas Ltd.). (Amrita Bazar Patrika). A. A in the background 
- : MekKenzic (McKenzie & Co.), J. H eens 
> ee . Buchi (Hindustan Limes), J. Stuart . ‘ - 
Press advertising in ba: dhindusian times W Grosch ~~ Captions in three 


7 
America A. 
Newspaper advertising in 52 U.S 
cities in the first four months of 
1953 was 5 per cent higher than in 
the same months of 1952 U.S 
magazine linage in the first four 


Cooper (Argus South 
Newspapers), L. 
Kaanse Pers 


Newspapers), 


Newspapers of Canada) 


(Argus South African Newspapers), 


Phipps (Die Afri- 
Be jm rhy a G 


African languages 


D. ¢ 


A booklet, British Radio Leads 
McCullagh (South African Morning the World, has been sent 
A. Smyth (Southern 


Over 


seas with tickets for the National 
Radio Show (Earls Court, Sep- 


months of 1953 showed an increas Smyth (Southam Newspapers ot — tember 1-12). 
of S per cent over 1982. Canada), A. P. Moreland (Australian Its 62 pictures, captioned in 
In the first three months of 1953 Truth). 


radio network billings were 3-4 per Among the guests wer 
cent below 1952, TV network 13-2 Jolly (Fk. D 
per cent over 1982, and the com 
bined radio and TV figures 5-2 per McHugh (J. 1 
cent over 1952. The TV figures are — Ltd.), B. Jones J. Lb. Mi 

from a new source as the previous & Jones Lid.) Stevens GU. 
series was discontinued, says the Sons), Miss EB. Sheath (G. S. 
Newsprint Association of Canada, lid. H 
which issues the above statistics. 


S 


Stewarts | td.), 4 
Goodwin (C. Mitchell Ltd.), H. € 
Morison Son & Jones 


W. Marden (Steecle’s Ad 


a. i 
in radio, 


tronics Compiled 


English, French, and Spanish, tell 
the story of British achievements 
television, and 


elec- 


under the 


on Son direction of the public relations 
Wix & committee, Radio Industry Coun- 
Royds cil, by the press officer, 


Andrew 
Reid, it was produced by Rumble, 
vertising Ltd.), W. Russell (C.P.V.). * Crowther & Nicholas Ltd. 


READ 


CAPITAL FELLOWS 


ee “I.” 


GEORGE BULLOCK 


Advertisement Manager MET. 8282 


INVESTORS’ 
CHRONICLE 
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Each Month 


MORE and MORE 


discriminating people are reading 


House & Garden 


Average certified net sale 


now exceeds Al. (} (} (} copies per issue” 


testes to June 1953) 


*# As certified by Smallfield, Fitzhugh, Tiller’ & Co. (Chartered Accountants) 
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OMMEN 


PLAN FOR P.R. 


Public relations as a profession, 
writes Brian MacCabe in the 
Institute of Public Relations 
journal, should try to create in 
this country a public, industrial 
and political appreciation of its 
contribution to society. 

To this end, he suggests, it 
should demonstrate both its 
public spirit and its potency as 
a means of persuasion by 
making some voluntary contri- 
bution to the social weal. 

Public relations, he ooints out, 
has an advantage over advertis- 
ing in that it has no “shocking 
history” to live down. But it 
has its charlatans, few though 
they may be, and it has its 
detractors. Both do it harm 
by causing embarrassment and 
creating prejudice, 


Proof by deed 

It must therefore prove by its 
deeds thaq it serves a useful 
purpose in modern society. 
And it must do so in such a 
way that everybody knows 
what it is doing and why. Here 
Mr. MacCabe has an interest- 
ing proposal. 

Taking as a precedent the free 
service given by advertising and 
public relations practitioners to 
the Lord Mayor's National 
Flood and Tempest Distress 
Fund, he suggests that the 
Institute of Public Re!ations 
and the LLLP.A, should form a 
joint committee “permanently 
available to harness the talent 
and energy of public relations 
and advertising for the com- 
mon good.” 


Pertinent questions 


In principle, Mr. MacCabe's ad- 
vice to a young profession, 
which has yet fully to establish 
its status and its standards, is 
sound, Whether his proposi- 
tion is the best way of putting 
his advice into effect is more 
arguable. 

One asks oneself, what service 
would such a committee render, 
save on rare occasions, that is 
not already provided for? How 
could it operate without taking 
business from agencies and 
public relations consultants? Is 
there a genuine need for it? 

There may be good answers to 
these questions. If there are, 
then the idea should move into 
some practical form. If not, it 
may be the stimulus needed to 
develop another way in which 
the public relations profession 
can collectively give a needed 
service to the community. 


T. B LAWRENCE LTD. 
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Why not start a 
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Bureau of Readership 


S there in fact a “reader- 
ship” problem, and if so, 
what is the nature of it? 

As far as the would-be adver- 
tiser is concerned there certainly 
is a problem. At the present time 
he is faced with a lack of con- 
sistent and unequivocal data 
about the readership of any par- 
ticular publication. He can, of 
course, refer to the Hulton 
Readership Survey, which by 
virtue of its steady service over 
a number of years and the equally 
steady consistency of its tech- 
nique has succeeded in acquiring 
a certain authority. However, 
comprehensive as the Hulton Sur- 
vey is, it does not cover every 
publication. Moreover, when- 
ever separate estimates are made 
of the readership of publications 
covered by Hulton, different 
figures seem to turn up.* 

Ihe fact is that many tech- 
niques exist (and many more 
could be invented) for measuring 
this phenomenon we call “reader- 
ship.” Some of these techniques 
are known to produce inflated 
results; others are known to do 
the reverse. Since we live in a 
free country, it 1s open to any 
media proprictor to select what- 
ever technique suits his purpose 
best, and no one can say that 
it is wrong of him to do this 
It is also right for any potential 
advertiser to do the same, 

The Hulton Readership Survey, 
because it 1s published by the 
proprietors of certain publications 
in competition with others, is 
therefore fated to remain a some- 
what controversial document. 
Ihe same would be true of any 
survey of “readership” carried 
out by any interested body. Any 
solution to this “readership” 
problem must start from this 
point. Readership surveys, to be 
universally acceptable, must be 
carried out by — disinterested 
parties. 

However, there is another 
aspect of the matter we should 
consider, Is it in fact reasonable 
to assume that readership 
figures, controversial as they are 
bound to be, must be freely 
published for all to see? Is not 
the “readership” of any publica- 
tlon a characteristic, like its 
geographical = distribution for 
example, which its proprietor 
should be left free to divulge only 
lo prospective buyers of space? 

*Specific examples of this are the inde- 
pendent assessments made by their respec- 


tive proprictors of Punch, Woman, John 
Bull, and the Daily Herald 


This writer, at any rate, would 
feel that way if he were a media 
proprietor, and he would be much 
more ready to subscribe to the 
compilation of such figures if he 
knew that the right to circulate 
them to whosoever he wished 
would remain with him. 

All. the leads up to a 
suggested solution along the fol- 
lowing lines 

An independent body should 
be set up in this country on prin 
ciples similar to those behind the 
Advertising Research Foundation 
currently operating in America, 
and the Audit Bureau of Circula- 
tion in this country. In order not 
to be too ambitious, one could 
give this body the title of “The 
Bureau of Readership.” It should 
be financed by subscriptions from 
all interested bodies, such as the 
LA.P.A. the A.A., the ).S.B:A.. 
the N.P.A., etc. 

Its technique should be the 
responsibility of The Market Re 
search Society, who would be 
entrusted with the task of pro- 
ducing a method of interviewing 
and of sample selection which 
would satisfy the requirements 
(and meet the sensibilities) of all 
other bodies. It would carry out 
one major survey a year, and 
proprietors of publications would 
pay a fee to have their publica- 
tion included in the survey 


ibove 


Branded eggs are expected 
on the market soon—and 
advertising by big producers 
will follow. 

With more of the product 
available, whisky advertising 
will be stepped up next year. 
Greater use of colour is 
planned. 

A spectacular national ex- 
hibition of domestic electri- 
cal appliances is being 
considered as a spearhead 
for the big new publicity 
drive planned now that res- 
trictions in publicity have 
been lifted. 

Publicity 
tronery 


schemes for sta- 

including a 
National Letter-writing 
Week —are being discussed 
by the Stationers’ Associa- 
tion. Suggested — slogan: 


asks 
GUEST COLUMNIST 
F. R. de G. HEWITT, 


market research manager, 
Thomas Hedley & Co., Ltd. 


Readership information in respect 
oi each publication covered 
would remain the property of 
the publication's owners, who 
could apply it to their own circu- 
lation figures and produce a certi- 
fied “readers per copy” figure for 
the benefit of their cents 

The question of providing in- 
formation as to the coverage of 
specified schedules remains a 
little tricky, since the possibility 
of supplying this information at 
all depends on the particular 
technjques employed. ‘There are 
aiso some legitimate doubts as to 
whether readership figures for 
different types of publications 
could be made to be directly 
comparable, However, it might 
be possible for an advertiser 
to buy from the Bureau speci- 
fied coverage information, pro- 
vided he obtained the consent 
of the proprietors of the various 
organs on his schedule, and pro- 
vided also of course that these 
particular publications happen to 
have been included in the current 
annual survey 


“Write 
away.” 
Some advertisers are worry- 
ing their agents about 
readership duplication. They 
say their appropriations 
must be stretched to cover 
the maximum number of 
prospects rather than achiev- 
ing repetitive impact in a 
limited field. 

Shape of things to come: 
Lever Brothers are reported 
to be planning to spend over 
half a million dollars pub- 
licising “coral-pink Lifebuoy 
with Puralin” in the U.S. 
A vast campaign inthe 
United States to sell prunes 
is likely to be followed up 
in this country next year. 
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They’ve just bought the house next door 


+ 


I’m glad somebody can afford to buy one at today’s prices. 


These people certainly can. I wish we had as much money coming in. I was 
having a drink with Blake on Sunday. He works in the Estate Agent’s 
office. Apparently the old man is a foreman in a factory. The son works 
there too. They both do quite a bit of overtime, and the daughter has just 
started in an office. All in all, it makes a pretty big family income. Oh yes, 
they can afford to buy a house alright. Through a Building Society, of 


course. 


All the same, they’re not the type that usually buy houses; most of them 


prefer to pay rent. 


That’s true. But there are any number of working class families with similar 
multiple incomes. Whether we like it or not, while the purchasing power of 
blackcoated workers like you and me has gone down, theirs has gone up. 
By and large, they're the people «1th the money to spend. I’ll tell you what. 


I bet theyre flying a television mast within a couple of months. 


DAILY MIRROR 


With the biggest daily net 
sale on earth, the 
DAILY MIRROR 
offers the most powerful 
mass market coverage 

in the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 
dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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COPYTASTER 


Jury 16, 1953 


in his Review of Advertising, says 


The eccentric often 


laughs last 


ASKED a regular reader of — cflective owing to its incongruity 
The Economist if he had i® such a serious journal A 
seen the advertisement for utterfly in church could scarcely 
Accles and Pollock. Yes, he D* More surprising or more pleas 
certainly had seen it, and if a Fag =e a ——* = 
his memory did not play him e- 


wildly eccentric, and in advertis 
false there was something ing the eccentric often has the 


funny about it Ah! yes! last and most profitable laugh 
Surely it was about a man who the drawing, which I first imag 
asked them to make him a ined to be by Mr Railways 
hook, yet in the picture he had = Emmett, ts signed “jeg.” and | 


43 nol three con 
pall, a man Med on 
t fpectalle Toole He 
ited a long hovke made 
tubes, fJome nine foote im lengthe, 
that hath at the end a Crovke, 


remth 3 tynes terned contrarte, ‘nd 
hope to see more of his work chich he propofed to thruft through 

al two hooks! ‘ * * ' * : ypen ceindores to pull out any loofe : 
3 No doubt he is an exception A READER complains bitterly a! linen, apparel, or other houfehold ftuffes.. Z 

ally dull dog. But if you asked me about the trade mark of the a + mechatfoeuer, cwhich hooke collapfeth and 1s * , \ 
‘ to choose the three classes of — British Motor Corporation, which an Pedette out to hooke the Snappings, cwhich goeth to a? 45 
4 people least likely to appreciate he likens to the rosettes award to ne che Meahes or tht Bintedé. ul there thes dle hams the void ra 
; and enjoy this delightful and — prize cattle at agricultural shows § Pi a ae ese er \ rs 
' wholly praiseworthy advertise- But did not the British Motor GEE OF REE Oe Fe SE, Oe Pe Oe, SE . 
Fi ment, | would have named statis- Corporation really begin with hee did go Wefte tu Tyburn, and we hadde 40 blows of ye baftinado 
; ticians, economists and market two vehicles called the Morris for ye ade we did giue hymme. If fa be it ye haue any tube problemme of thi 
researchers, Of course these can- Cow and the Morris Ox? hynde, then by Bartholomenwe Fayre, we pray ye, keep accay from u 

not be the only people who read + * * 

the heonomist, and presumably Few OF US have managed to ‘Mr Aecles 2 VWs Pollock “Wetalle Tubes tervught om 

there are any number of poten live very long as copywriters diners fhapes for honctt men onlie e ¢ OLDBURY BIRMIN 

tial tube-buyers among the rest without being compelled to find 

For them, surely this advertise some sort of variant of the well- ABOVE: a delightful and wholly praiseworthy 


ment must have been doubly — tried “Before and After” formula. (Do you remember! advertisement. BELOW: “1 suspect that, hidden 
“Mr. Can and Mr. Can't” whose away, there iy a profound and powerful idea. 
advertisements for somebody's 
liver salts so delighted the adver 
tising world but presumably did 
not equally exhilarate the sales 
chart, to abruptly did they dis 
appear from” the advertising 
pages?) 

The main difficulty in creating 
such campaigns ts to combine 
persuasion with plausibility. 
Satan--and the client, too 


always tempt one to make far too WHITER-W 
great a contrast between the sorry WHITER 


State of the customer “before 
taking” and her seventh heaven AND sweet-smeling FAB 
afterwards. Not even a_ holy 5 nee 
miracle could effect) overnight 


sweet-smelling ! 
some of the transformations that , ae my: 


one has occasionally seen in ad —— 
vertisements, Very often the rte eperaymentenc« ~ g M v | 
transformation was so exagger whole family wash. Its uo hae 4 | 
. . ‘ re ated that one could believe that son anes... eee 
pag “ie ich wi - two models had not been used. On 7 nage a Ay } 
wre pu thag ‘ frens ‘ta , : the other hand, it must be made sweet rmelling clean. aot only white but 
easter dante ' we clear to even the dumbest reader ea ee a 
é What perater gil tn nated ene basen caine : that a real change for the bette: . ‘ean ans f 
t me gm yl nag tie aoaeaed has been experienced by the happy © Finest for softest woottles t be 
4 - “y “ps ~ _ sd @ Wonderfully kind to es 
3 ~ ree ows we The drawing, with its strong, almost @ Makes dishes sparkle J 
¥ b s ® RI N. remover arom sCulptured modelling, is magnificent FAB -wondertul FAB- washes 
acs ec Alen age adn NER re 


and unforgettable. CLEANER -CLEANER - CLEANER - WHITER -WHITER - WHITER 


Creators of 
DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 
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THE LARGEST 
ORGANISATION 


IN THE COUNTRY FOR DISTRIBUTION 
OF CIRCULARS AND SAMPLES 


Our services are nation-wide and we can effect mass distribution of circulars, 
coupons and samples in any town throughout Great Britain. Our present rate 
of distribution is 1,000,000 per week and this can be increased. Distribution 


is effected only in urban and suburban areas. 


@ We can reach 10,000,000 households. 
@ We can blanket the country in 4 weeks. 
@ Our distribution is thoroughly supervised. 
@ All towns in the country are specially mapped. 


@ We provide the cheapest method of mass distribution—only one third the 
cost of direct mail. 


@ We are regularly employed by the largest users of sampling and coupon 
schemes in the country. 


%* Send for booklet giving full details 
of our distributive service and costs. 


CIRCULAR DISTRIBUTORS 


LIMITED 


Head Office: 2! LEIGH STREET, LIVERPOOL. Phone: ROYAL 8861 
London Office: MADDOX HOUSE, 215/221 REGENT STREET. Phone: REGENT 108) 
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Review of Advertising —continued 


user in the photograph or illus 
tration. To find a compromise 
that keeps everybody happy has 
never been easy 

But the makers of Disprin- or 
their agents—-have a_ brilliant 
solution in this new advertise 
ment. By showing three stages in 
the transition from pain to well 
being they have dodged all the 
difficulties and produced a 
memorable advertisement, 

The drawing, with its strong 
almost sculptured modelling, ts 
magnificent and unforgettable, 
and | find it hard to know 
whether more praise should go to 
the artist or to the person whose 
briefing inspired such a triumph 

Although this advertisement 
appeared in a magazine with 
readers of taste and intelligence 
it still seems to me that the copy 

so impeccably laid out by the 
typographer—is too abstract and 
perhaps too high-falutin’ for a 
minor analgesic of this kind 
Even the inventor of anaesthesia 
described his discovery more 
modestly than this. When I am 
asked “what has proved a 
greater blessing, more often, and 
to more people than the progress 
of aspirin therapy” I feel that | 
am being addressed not merely by 
an enthusiastic but by an un 
balanced fanatic 

* * * 

Wuere wave I heard that one 

should beware of vain repetition? 


Certainly the warning never 
reached the makers of Fab 
(Wonderful Fab) which not only 
washes cleaner, cleaner, cleaner, 
whiter, whiter, whiter, but does 
so twice in display type in an ad- 
vertisement measuring only 54 in. 
x 4 in. JI refuse to believe that 
such hysterical shouting is effec- 
tive, persuasive or anything but 
an undignified insult to the 
cader’s intelligence 

Much smaller than the shouts 
about “cleaner, cleaner, cleaner” 
there is a sub-heading to say that 
sweet-smelling Fab leaves your 
whole wash sweet-smelling” and 
| suspect that, hidden away in it, 
there is a really profound and 
powerful idea. Am I wrong, or 
wouldn't it be very easy to show 
that “what smells sweet is really 
clean?” To know that fish is 
fresh or butter is good, you smell 
it, And so you should with every- 
thing you wash! 


And just one other thing. I am 
pretty sure that women care quite 
a lot whether they are buying 
soapless detergents or soap pow 
ders. One doesn't need to be a 
Sherlock Holmes to discover from 
the Fab copy that it is a soapless 
detergent, but I think that some- 
where in the advertisement, how- 
ever inconspicuously, this fact 
should be mentioned Women 
want to know, and if they can't 
find it they will feel that the ad- 
vertiser has something to hide 


pe llon Tish Mom — 
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Clearing the decks 
for commercial 
television research 


Our correspondent RESEARCHER discusses the kind of 
information about area and market coverage the prospective 
television advertiser would need, and how it is to be obtained. 


Coron PURE ‘still exists, 
but recent official pro- 
nouncements seem to bring 
the prospect of commercial 
TV within measurable dist- 
ance. 

Planning in detail on a pro- 
gramme basis may be still a little 
premature, but there is a practical 
need for thinking about the kind 
of information about the new 
medium the prospective adver- 
tiser will need and how that 
information is to be obtained. 

The kind of information needed 
may be divided, generally, into 
two parts: First, data which will 
throw light on the size and com- 
position of the total audience, 
by days and viewing hours, 
reached by the medium. Secondly, 
data which aims at helping your 
particular programme to do a 
better job. 

The latter proposition raises a 
problem which advertisers using 
radio or TV overseas are frequ- 
ently confronted with: is the 
programme more effective merely 
by increasing size of audience? 
Or is it more important to con- 
sider the effective audience (Le. 
potential or actual consumers) 
reached and forget the waste 
circulation which helps to build 
up high audience figures? 

Then again, we must not over- 
look the depth and nature of the 
impact made by the advertising. 
Considerable impact on a smaller 
audience may be more valuable 
than less impact, in quantity and 
quality, on a larger audience. 
Here we are concerned with what 
is really a third aspect of the 
kind of information required 
ie., audience reaction to the 
programme. 

How can all this information 
be obtained? 


Area coverage 


An idea of the current situa 
tion, so far as it affects distribu 
tion of sets, can be gauged from 


LICENCE DATA FOR 


the table below giving the 
G.P.O. figures for licences. This 
has been calculated by the 
British Radio Manufacturers’ As- 
sociation to show the position for 
each of the five viewing areas. 

Licence figures are, of course, 
only the first raw materials in the 
acquisition of knowledge and as 
such have obvious limitations. 
They provide no information on 
type and composition of audi- 
ence, nor can they tell us, with 
any exactitude, the overall size 
of audience. At this stage they 
provide pointers available with- 
out costly research; the situation 
is obviously too fluid to justify 
large-scale research which would 
be almost immediately out of 
date. 

Nevertheless, the growth of 
licence figures, in conjunction 
with B.B.C. plans to build five 
medium power stations to supple- 
ment the existing five high power 
Stations, are of practical interest. 
According to the B.B.C. Director 
of Technical Services, these addi- 
tional five stations will increase 
the coverage to about 88 per 
cent of the population. 

But size of audience by areas 
will be affected by the quality of 
reception in each area. With an 
alternative wave length, signal 
strengtn may vary from area to 
area by comparison with existing 
B.B.C. strength. At least this 
possibility has to be considered 
because of its undeniable influ 
ence on size and distribution of 
audience. 

This factor, in such circum 
stances, may well be the first to 
require checking. Technical tests 
may yield valuable information 
but may not, unless planned over 
a large area and a long time, be 
fully informative, since we have 
to consider the reception obtained 
by sets of widely differing per- 
formance in a number of differ 
ing districts within the same area 

Simple research tests, obtain- 
ing information from viewers on 
a non-technical] bas's, can supple- 


FIVE VIEWING AREAS 


Licences ", of } Licence | Date 

Popula- in force licences to increase | service 

Area tion Dec., °52 population in "52 started 
London 115m 920,500 x0 245,600 (a) May, "46 
Midlands 73m 417,700 54 135,500 Dec., "49 
North 11-46m 457,500 ,o 259,500 Oct., "51 
Scotland 40m 41,700 10 41,500 Mar., °52 
Wales and West 45m 55,400 1-2 45,300 Aug., "52 

(a) Restarted 
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SUNDAY TIMES 


The average weekly net sale of 
THE SUNDAY TIMES for the six 
months ended June 30, 1953 was 


This compares with a weekly net 


sale for the corresponding period 
last year of 


495.500 


These figures are certified by Messrs. Price, Waterhouse & Co., Chartered Accountants in accordance with formule 
prepared by a Committee of the Newspaper Proprietors’ Association 


KEMSLEY HOUSE LONDON wci 
Tel: TERminus 1234 
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ATO OD a 


TO A NEW CLIENT 


When we start up with a new client, it is not our 
habit to produce his orders at spectacular speed 
for a few wecks, then to lapse into a service 
which seems half-hearted by comparison. We 
make it our honest endeavour to give steady, 
reliable service right from the start and all the 
way through. 

The priority attitude to a new client means that 
other peoples’ work must suffer, to say nothing of 
creating a false impression. Where we feel that 
priorities must be arranged are at those times 
when any customer is really up against it on the 
lightning jobs which must crop up now and 
again in advertising. 


So if you are interested in finding a supplier who 


will combine the products of able craftsmen and 


a fine modern plant with a consistently helpful 
attitude to clients, ask us to send a representative 


to talk things over. 


Service in the spirit of helpfulness 


AETOAW/ANIES ON 


tll SHOE LANE LONDON EC4, CENtral 6555 18 lines 
Northern Office at 4 Chapel Waiks Manchester 2, Blackfriars 4660 


ADVERTISEMENT TYPESETTERS, ARTISTS & PHOTOGRAPHERS 
PROCESS ENGRAVERS, ELECTROTYPERS & STEREOTYPERS 
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Commercial te'evision research —continued 


ment technica] data quickly and 
efficiently if they are adequately 
representative of each viewing 
area 


Market coverage 
Despite the relatively low in- 


| cidence of television in the 


population by comparison with 
radio, the task of audience mea- 
surement might appear, at first 
glance, to be simplified by the 
physical presence of aerial masts 
Second thoughts, however, will 
show that the mere counting of 
masts will not take us very far; 
to begin with, the existence of a 
mast does not always mean the 
ownership of a TV set, nor its 
absence that a set cannot possibly 
be installed. Furthermore, non- 
owning families are not neces- 
sarily non-viewers, even though 
that viewing may be occasional 


' and by invitation 


A first consideration, there- 
fore, is the kind of audience in- 
formation we require. Quantita- 
tive data on audience size may 
well be only the first step. What 
is the average audience per set 
and what is the composition of 
that audience? 

The next consideration is how 
is thar information to — be 
vathered’ 

The research techniques per- 


' haps most commonly used for 


audience measurement in coun- 
tries possessing commercial TV 
or radio are 

The “coincidental” method: 
This involves calling when the 
set is in actual use. The method 
has the obvious advantage of 
eliminating memory failure. On 
the other hand, it is patently ex- 
pensive, particularly when view- 
ing times are limited and the 


/ number of viewers is restricted. 


The “recall” method: More 
economic than the coincidental 
technique, this method requires 
investigation taking place within 
a minjmum period of the trans- 
mission in order to off-set 
memory unreliability. 

We have to consider certain 
problems likely to arise at this 
stage of our investigation. One 
is the technical difficulty, impor- 
tant in an accurate measurement 
of the audience, of accounting 


| for the “not-at-homes” in house- 


to-house calling. Effective con- 
tacts may well consist of viewers 
and non-viewers, but the “third 
estate” consists of the imponder- 
able “not-at-homes.” 

While the respondent can 
answer, with reasonable accuracy, 
for his or her own viewing over 
a period not more distant than 
a few hours, there is still the 
problem of collecting informa- 
tion, qualitatively as well as 
quantitatively, on the — other 
viewing members of the audience 
to the set. Of that audience we 
ought to know something about 
age, sex, class, and also fre- 
quency of viewing in order that 
we can differentiate between 
regular and occasional viewers. 

We revert, therefore, to our 


earlier remark that overall view- 
ing figures take us only a part 
of the way. 

For a commercial radio pro- 
gramme we would like to know, 
if this is not straining too much 
after the ideal, the extent to 
which consumers use the time we 
have bought for listening in the 
room or merely as a background 
to their other activities, 

For a commercial TV pro 
gramme we would like to know, 
not merely whether the set is 
switched on when our programme 
is on the air, but the average 
size and composition of the 
audience per set 

Most of the existing methods 
of measuring TV programme 
audiences (in America) had been 
used in previous radio audience 
studies. Briefly, they consist of 
(a) mechanical measurements, 
(b) the diary method, (c) the 
telephone method, and (d) the 
personal interview method. 

The mechanical method, con- 
sisting of an audimeter affixed to 
the set which records the pattern 
of tuning. provides information 
on gross circulation amongst TV 
set-owning families; it also esti- 
mates audience turn-over and the 
cumulative audience growth over 
a period. The method is limited 
by the facts that it is unable to 
provide audience composition 
figures; that it measures tuning- 
in but not necessarily viewing: 
and that it presents problems of 
limited sample size. 

The diary method may involve 
recruitment of diary-keepers by 
personal call or, particularly in 
rural areas, by mail. Principal 
disadvantages of the method are 
(1) the proportion of diary re- 
turns may bias results; (2) view- 
ing may be conditioned by diary- 
keeping; (3) information on view- 
ing by other members of the 
family may be incomplete or in- 
accurate. 

The telephone coincidental 
technique has the advantage of 
speed of reporting, but the dis- 
advantage of presenting results 
based upon telephone - owning 
homes only. It is a method 
which is hardly likely to be 
practicable in this country. 

The advantages and disadvan- 
tages of personal interviewing, 
using the aided recall or the co- 
incidental technique, have 
already been outlined 

One warning: if. in order to 
obtain some estimate of the 
selling power of a particular 
eponsored programme, an 
attempt is made to use personal 
interviewing — or any other 
method—to measure viewing and 
non-viewing families by product 
use, great care should be exer- 
cised in compiling and using this 
data. It is imperative that the 
sample should be representative 
in type as well as in size. In 
other words, differences between 
the viewing and non-viewing 
samples should represent differ- 
ences due to exnosure to the 
medium, and not differences due 
to television set ownership alone. 
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top! 


| 


Wherever he is 
he can open the 
door to your 
company or 
products 


Reach him 
in over 100 countries 


through TIME International 


Tue people who can open and develop markets 
for your company or products abroad can be reached more 
certainly and consistently through TIME INTERNATIONAL than 
any other international publication. TIME INTERNATIONAL 
is published in English in four separate editions. These are read 
every week by more than 1,700,000 important people in over 
100 countries outside the U.S.A. Ninety-two in every hundred 
TIME INTERNATIONAL subscribers hold influential positions 
in business, government and the professions. Tnese people, 
whose opinions and decisions shape the trading policies of 
industry, commerce and government, are the people who 
mean business in the world. An advertisement campaign 
in TIME INTERNATIONAL Editions will give them good 
reasons for talking business with you. 

Youcan buy advertising space in all four editions— 
TIME Atlantic, TIM! Canadian, TIME Pacific and TIME Latin 
American—or only in the editions that cover the areas in which 
you are most interested. Full details from: The Advertisement 
Director, Time International, Time & Life Building, New Bond 
Street, London, W1. 


C LATIN AMERICAN 


52) 4, 

Sell the 2 man aft the iy 
Se _ 

| Nas . 
| | SL i: 
— JER or | 

' " ‘ 
| TIME! | TIME) |TIME] ET TIME : 
im’ <8 | <i Sis | 
> 1 gs | 

. Mei Ss ane | 


baie 


ADVERTISER'S WEEKLY 
EDITORIAL PUBLICITY 


104 


How Gillette keeps its name 


in the press of the world 


E DITORIAL publicity for a 

product so well known 
that it is a household word all 
over the world, so near 
humanly attainable perfection 
that new developments of it are 
few and far between, and so 
well introduced that it con- 
sistently dominates the market, 
may not seem the easiest task 
that could be set a public rela- 
tions man. 


In the case of Gillette razors 
and blades, however, the P.R.O 
starts with a double and decisive 
advantage. Firstly, the subject of 
heards and shavine seems to be 
of perennial interest to the pub 
lic, and lends tself to light, 
humorous treatment. Secondly, 
as approximately three out of 
four blades used in this country 
are of Gillette manufacture, what 
ever draws attention to shaving is 
of advantage to the firm, even if 
ity name is not mentioned, 


* + + 
TFNHE number and variety of 
items published in the press 
on the subject of beards is appar 
ently inexhaustible. For instance 
Every now and again, some 
One writes to a aewspaper that 
he has shaved daily with a single 
blade throughout the war, ot 
whatever extravagant period it 
may be (vide Daily Mirror, 
passim) 

At Melksham, Wilts, in 1951, 
brushless shaving creams are 
barred from an R.A.F. camp 

A well-known school forbids 
students to wear beards 

The City of Canterbury spon 
sors a beards competition. 

Channel swimmers state that 
they have to shave under their 
armpits to prevent chafing 

A man with a six-inch goatee 
beard bets that nobody will pull 
it in the course of a 25,000-mile 
trip, 

Salvador Dali declares his 
moustaches to be the antenne 
with which he keeps in tune with 
the universe. 

It all invariably “makes” the 
headlines—and is all the grist to 
the Gillette P.R. mill. All the 
P.R.O. has to do is to cut out 
those valuable paragraphs and be 
thankful that beards should in 
terest so many people, so often, 
so intensely. 

Nor is that all. Pogonology (or 


By RENE ELVIN, of Crawfords’ Public Relations. 


As the subject of beards is of 
perennial interest, the P.R.O. for 
Gillette gets many “windfalls” 
from the press. But he must also 
use his imagination to initiate 
press publicity. In this article he 
tells how he sets about it. 


beard lore) and pogonotomy (the 
art of shaving) seem to exercise 
the imagination of newspapermen, 
and disquisitions on these subjects 
constantly appear in the press 

But your P.R.O. cannot rely 
exclusively on such gratifying 
windfalls. To earn his keep, he 
must himself show a bit of that 
luxuriant imagination which 
seems to grow alongside the her 
baceous borders on our chins and 
the many curious facts concerning 
our facial bristles. 

One of the means used to stimu- 
late interest in the subject is to 
submit to a wide variety of news 
papers short, light-hearted articles 
ina vein similar to that of The 
Times Fourth Leaders. The fo! 
lowing is an example of what I 
mean: 


Unkindest cuts 


“On the authority of Mark 
Antony, Plutarch and Shake 
speare, we have it on record that 
great Cesar considered the blow 
from Brutus’s dagger ‘the most 
unkindest cut of all This em 
phatic, if ungrammatical double 
superlative, comes to mind when 
reading the headlines of the popu- 
lar press, which have never been 
so full of ‘cuts’ of various degrees 
of unkindness. “Clothes, Home 
Goods, Radio Will Be Cut 
clamours one, leaving the readet 
to ponder on the appearance of a 
wireless set that has been ‘slashed 
by one-third’. “Still Worse Train 
Cuts to Come’ announces another 
A further heading, ‘Meat Cut to 
8d. Feared’, has, alas, come true 
with a vengeance; it cuts out all 
hopes of prime cuts and cuts from 
the joint on the dinner table of 
even the upper cuts of British 
society. “Street Lights Cut After 
Midnight’ (not, mark you ‘extin- 
guished’); “Rota for Electricity 
Cuts’—there is no end to the 
uses and misuses of cuts. That 
little word bids fair to become 
one of the most overworked in 
the language, 

“And the worst is, we can't do 
anything about it. We can’t tell 


the papers to cut it out, that 
would cut no ice at all, and they 
would advise us either to cut the 
cackle, or else to cut and run. 
If more kindly inclined, they 
might spare us their cutting re- 
proofs, show us that there is no 
cut and dried method of solving 
our present troubles and advise 
us to cut our losses, if we don't 
want to cut off our nose to spite 
our face. In fact, our whole civi- 
lisation appears cut out for the 
torture inflicted on criminals by 
the Chinese (at the time when 
their own culture was stil] cutting 
its teeth), and called the death of 
a thousand knives: we seem to be 
bleeding to death from a thou- 
sand cuts, 

“In one way only does this 
Slashing and slitting appear to 
have abated in the lifetime of the 
middle-aged among us. In our 
youth and early manhood, many 
of us could be actually heard 
scraping away with a shaving iron 

a redoubtable contraption affec 
tionately and not unjustly known 
as ‘cut-throat’. Heard is here the 
operative word, for the profanity 
that used to accompany the more 
serious gashes caused by this 
semi-letha] instrument was 
grievous in the extreme and a de- 
plorable example to the younger 
members of the family 

“However, thanks to the inven 
tion of the safety razor by King 
C, Gillette at the turn of the cen 
tury, both the slashing and con 
sequent swearing have largely 
become, we like to think, things 
of the past. In this respect, it is 
characteristic that in the _ first 
World War British soldiers were 
issued with old-type ‘cut-throat’ 
razors” with the result that they 
were most truly typified by Bruce 
Bairnsfather’s hirsute ‘Old Bill’ 
In the second world war conflict. 
on the other hand, British service 
men received modern — safety 
razors and appeared more often 
than not spruce and clean-shaven 
even, it is said, in the depths of 
the Burma jungle 

“The pros and cons of the 
smooth vy. the luxuriantly over- 
grown face with its full comple 
ment of moustaches, whiskers and 
beards have been discussed with 
some asperity especially in naval 
and military circles, but the con 
sensus of opinion appears to be 
that self-respect, soldierly bear- 
ing and discipline are on the 
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whole fostered by the daily ritual 
of shaving. Mere civilians have 
for some time pointed the way 
by cutting out the facial her- 
baceous borders that were the 
pride and joy of their Victorian 
forefathers. How far this is due 
to the late King C. Gillette's 
epoch-making device is hard 
to assess; but there can be little 
doubt that few men have contri- 
buted more than he to change the 
face of mankind and this with 
no need for unkind cuts.” 


* ~ - 

HIS kind of material, in which 

the Gillette name is only men- 
uioned for its undoubted historical 
importance, and containing no 
“puff” for the goods manufac- 
tured under his name, has 
achieved wide acceptance among 
the papers mainly foreign and 
Overseas—to which it was sent. 
Indeed, the article, thought to be 
so peculiarly English in its word- 
ing that it defied translation, so 
tickled the fancy of French 
journalists that an excellent adap- 
tation of it was produced and 
published in France. 

It has further been found that 
articles of historical interest, 
describing for instance “The 
Story of the Beard” and its 
curious vagaries, were acceptable 
to quite a few editors. Such 
articles, recalling that beards 
were at one time symbols of 
honour, at others regarded as 
loathsome and comic appendages 
among ‘polished’ nations, quite 
naturally ended with the inven- 
tion of the safety razor by King 
C. Gillette at the turn of the pre- 
sent century, which “changed the 
face of mankind.” 

This invention — itself. and 
Gillette’s early struggles, form a 
typical “success story” of the 
kind many magazines like to run 

so much so that Readers Digest 
published in June 1948 an exten- 
sive reprint of an article on “King 
Gillette and the Safety Razor.” 
When therefore this inherently 
interesting story became topical 
by reason of the fiftieth anniver- 
sary of . the foundation — of 
Gillette’s company, the “Story of 
Gillette.” told in popular form, 
was issued to a large number of 
papers, especially abroad. Papers 
from Hong Kong to Belgium re- 
produced it; in this latter country, 
indeed, it was syndicated through 
out the daily press. 


* . * 

TINHERE are also, of course, 

other events which, judiciously 
handled, lend themselves to 
favourable publicity. For in- 
stance. when a new article or 
packaging is launched; or where 
long-service employees are pre- 
sented with gold watches; or 
when there are important changes 
in the management: or when a 
Minister visits the disabled ex- 
service men who have found work 
at the Gillette factory; in all these 
cases, informative news items are. 
of course, distributed to the 
appropriate journals 

Thus, the editorial publicity for 
Gillette usefully reinforces its 
advertising. 
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3 NATIONAL 1 RADIO & TELEVISION EXHIBITION 


ADVERTISER'S WEEKLY 
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.. | ‘ SEPT 1-2 


Two issues which will be studied by manufacturers, 
buyers and technicians throughout the world 
SEPT: SHOW GUIDE 


Published a week before the Show, and on sale there, the 


September issue will provide the home and overseas buyer 
with a full Show guide. Contents will include exhibitors 


and stand locations; specialist displays and services, and a 
wealth of carefully classified information covering receivers 
— broadcast, television, communication and special- 
purpose; accessories; materials, valves, non-electronic 
rectifiers ; components ; test gear, etc. An issue of world- 


wide importance. PRESS DATE: JULY 21 


OCT: SHOW REVIEW 


WireLess Worip’s annual analysis of trends and designs. 
Will survey the latest television and sound receivers — both 
home and export; valves; cathode ray tubes, plus other 
electronic apparatus; equipment such as sound repro- 
ducers, amplifiers, loudspeakers, etc. Both issues will 
include many features designed to publicize Britain’s radio, 
television and electronic products throughout the world. 
Your advertisement in these special numbers will be seen in 


PRESS DATE: AUG, 24 


100 countries. 


Regular sales in excess of 70,000... Book your space NOW 


Wireless 


DORSET HOUSE, STAMFORD STREET, 


LONDON, S.E.1 


World 


WATERLOO 3333 (60 LINES) 
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THE GO-AHEAD.. 


Now that restrictions are lifted, the paper with the 
fastest-growing sales, in Britain is enabled to change its name 
to WEEKEND MAIL. Under this more appropriate title its 
success as the ‘happy week-end”’ paper will be intensified. 


A Space-buying Opportunity 


From September Ist, its advertisement rate will be £8 per 
single column inch which, in relation to its sales of more than 
one and a half million, is equivalent to |°28d per inch per 
thousand. 


Look Forward and Book Now 


Take advantage of the ever-rising popularity of the WEEKEND 
MAIL and book space in the medium that gives better and 
better value to the advertiser with every succeeding week. 
Secure your space by booking now. 


WEEKLY NET SALES in excess 


OVER HALF A MILLION 


ENQUIRIES: ADVERTISEMENT MANAGER, WEEKEND 
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Use COLOUR 
— and GOOD 
COLOUR at that 


Give that selling picture all the support it deserves. Let 


Autotype reproduce it in full colour. And make it large 
enough to compel your public to stop, look, and linger. 


Autotype colour enlargements add realism to any display. 
Autotype artists are the acknowledged experts for true-to- 
life reproductions of any subject. It matters not whether the 
enlargement is of moderate size to be used for window 
display or exhibition stand, or a “giant” mural. 


Colour illuminated 


When used as transparencies lit from behind, Autotype 
positives in glowing colour offer the last word in 
attractiveness. 


Black-and-white or sepia 
enlargements, too 
Autotype, established for 85 years, specializes in the 
making of photographic enlargements of all kinds in line 
and tone: clear and faithful reproductions, available in an) 


quantity and in all sizes up to 80 sq. ft. in one piece. Onl) 
Jirst-grade bromide papers are used. 


Contact Autotype for the solution of ANY problem 


connected with photographie enlargements. Autotype 
service is without equal. 


AUTOTY PE 


(Most of the really good enlargements are made by Autotype) 


‘Co 


The Autotype Company Limited, Brownlow Road 
West Ealing, London, W.13 EALing 2691-2-3 
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What advertisers should 


Jury 16, 1953 


not expect 


from printing inks 


By Dr. F. W. STOYLE, 
works director, B. Winstone & Sons Ltd. 


The need for advertising men to have a knowledge of 
the fundamentals of printing inks is emphasised. 
The transfer from one medium to another is a main 


cause of misunderstanding. 


Advertisers should know 


the limitations of inks in respect of film thickness 
and texture. 


HE advertiser—that is, in 

this context, the person 
who, on the advertiser's behalf, 
is responsible for the production 
of printed matter for advertis- 
ing—should possess a general 
knowledge of printing inks and 
what can be expected from 
them. There are some points, 
common to all inks, that it is 
especially desirable to under- 
stand. 

The first of these relates to 
colour. As the advertiser is 
largely concerned with assembl- 
ing colours it is important for 
him to know the differences be- 
tween the medium in which he 
works, or which he sees, and that 
of the ink maker whose products 
are used in the interpretation of 
the work in hand. 


This difference is in the main, 
that occasioned by the fact that 
many advertisements begin as a 
sketch carried out in some form 
of paint. These paints are unlike 
the inks used ultimately to re- 
produce them in that they are 
applied thickly and dry to a sur- 
face finish which normal printing 
methods will not reproduce. 


Use of process 


poster inks 


This transfer from one medium 
to another is a main cause of mis- 
understanding between advertiser 
and ink maker or printer and the 
former should know the limita- 
tions of inks in respect to the film 
thickness and texture. 


The low relative film thickness 
of all printing processes except 
silk screen means that the paper 
or underlying colours always 
show through and the coloured 
result seen is a combination of 
the reflection from the ink and 
from the background Only 
metallic ink will obliterate a back- 
ground in one printing. Adver- 
tisers would derive much useful 
information from a= study of 
artists’ washes in various colours 
and a corresponding series of 
letterpress prints to match the 


patterns, these prints being made 
on a range of papers including 
some tinted papers. 

An attempt to overcome some 
of the difficulties arising from the 
transfer of a studio design to the 
printing machine has been made 
by the introduction of a range of 
process poster inks to match the 
B.S.1. 1480 (1949) three and four 
colour series. By correlating the 
poster inks from which designs 
are prepared with the inks, the 
photographic reproductions made 
result in plates which give a more 


faithful representation of the 
original than is otherwise the 
case. 


Ink maker’s charts 
should be studied 


This matter of photographic 
reproduction brings up another 
limitatlon in printing ink which 
the advertiser should know and 
that is the degree to which a re- 
production of an original is 
accurate by three or four colour 
screen printing. 


All process work in three or 
four colour is a compromise and 
not all the colours in a multi- 
coloured original can be repro- 
duced at the same time. If, for 
example, a bright grass green and 
a warm purple appear in the same 
Original the yellow, red and blue 
can be selected to give one 
closely, but not the other. A 
study of superimposed graded 
screens of the process ink series 
will show the various possible 
combinations and a study of such 
charts, especially that of the 
B.S.I. 1480 series should be an 
essential part of the advertiser’s 
instructions. A_ study also of 
the ink maker's charts and publi- 
cations should be made by adver- 
tisers as much useful] information 
is given in these on the proper- 
ties of inks in relation to their 
suitability for certain work. 

It is no use, for example, select- 
ing a bright purple tint for posters 
or other printing such as cartons, 
which may be exposed for long 
periods say in tropical countries, 
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The Case of the Advertising Frog 


** Brekekek koax koax! ™ 


“What is that extraordinary sound?” asked the 
little girl, sitting up in bed. 
“It is the edible 


governess, “ half a mile away in the marsh.” 


frog, my dear.” replied her 
£ I 


“| do not like his call,” said the little girl. 


“He is not calling to you.” explained — the 


governess. “He is advertising his presence to—er 


—other frogs.” 
* Advertising—like those advertisements in the 
Countryman? ” asked the little girl. 
“Exactly,” said the governess. “ But 


you and [ and your parents like the Countryman, 


remember 


and thus are pre-disposed to trust and enjoy the 
advertisements in it—many of which are specially 
written for people like us.” 

* Are 


little girl. 


there many of us, then?” asked the 


“This family, and the Phillipses, and old Lady 


Roe and cousin Maud and some 800,000 others.” 
smiled the governess. 

“That's an awful lot of readers for such a quiet- 
looking magazine,” the little girl mused. 

* Brekekek koax hoax!” remarked the frog, and 
his advertising proved, like that in the Countryman, 


extremely successful. 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN’, 10 BOUVERIE STRIE 1. LONDON, E.C.4. 


PHONE: CENTRAL 9161 
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HAVE YOU SINISTER DESIGNSP 


Confess — you would rather like to liquidate a 
few clients, wouldn’t you ? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That’s 
right use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs everything ! Available in economic 
easy-to-handle sizes —4’ 0” wide and up to 5’ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 
INDUSTRIAL HARDBOARD 


Write or ‘phone the Industrial Sales 
Department for further details and samples 


MADE IN GREAT BRITAIN BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGL PARK, N.W. 10 TELEPHONE: ELGAR 5717 
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should not expect 


from printing inks 


Similarly a soda carton should 
not primarily be designed around 
a bronze blue ink as a glance at 
an ink maker's catalogue will 
reveal that such an ink is not 
resistant to alkal) and the soda 
maker will almost certainly 
specify this qualification for his 
packages. Again, a deep magenta 
may be difficult to produce in a 
print which has to be spirit var 
nished and a wrapping for soap 
may have considerable colour 
limitation if the soap maker has a 
rigid specification about the 
resistance of the print to his pro- 
duct. 


Ink and paper 
must be related 


The process to be used also 
imposes certain limitations on the 
advertiser in relation to the inks 
and colour suitabilty The ink 
film of offset printing is the 
thinnest of all and it is unwise to 
consider it where opacity in the 
inks is essential. Opaque inks, 
again, have poor working pro 
perties for screen printing and 
fine line work so that if opaque 
white is featured in advertising 
matter, care must be taken to 
avoid extremely fine lettering, 
line work or screen 


Similar considerations apply to 
the selection of screens for print 
ing on various types of paper and 
in this the ink also is important. 
No adjustment of ink will make 
the result better on a print where 
paper and subject are not suitably 
related, and the same applies to 
ink and unsuitable paper. For 
example, rough papers must be 
“bottomed” by the ink and the 
letterpress process may be un- 
suitable if the advertiser has 
chosen to produce the effect he 
desires, on antique or cartridge 
or special paper of coarse fibrous 
surface. Corrugated or indented 
papers for book jackets or folders 
frequently cause surprise to ad 
vertisers when the printer pro 
duces a result unprinted in the 
hollows. 


Texture of the original is 
another common source of diffi- 
culty as advertisers often wish re- 
production of textiles, metals, 
tiles, linoleums and so on to 
simulate the original texture, as 
apart from colour 


Significance of 
legibility by contrast 


Exact reproduction of — this 
kind even where possible, is only 
brought about where the process 
can be selected to suit the subject. 
Superimposed — letterpress _ films 
cannot reproduce the matt tex 
ture of a fabric. A cursory study 
of an ink catalogue will indicate 
the surface characteristics of the 
inks illustrated and convey the 
possibility and limitation of 
“finish.” 

There is, of course, a consider- 
able difference between the maxi- 


mum possible gloss of inks and 
the maximum mattness, and re- 
cently letterpress, also to a lesser 
extent offset inks, have been 
developed which, when printed on 
coated papers of good quality 
give results approximating to 
that obtained by over-printing a 
gloss varnish or spirit varnishing 
In the opposite direction, move 
ments have taken place in the 
development of matt black letter- 
press inks which improve legi 
bility by contrast with a glossy 
paper used in much advertising 
and publication work, It is sur- 
prising that more attention is not 
paid to this important subject of 
legibility contrast in this country 
and it is not uncommon to sce 
readers of high quality advertis- 
ing matter or periodicals twisting 
the paper this way and that in 
order to read clearly, 


Advertisers should also he 
aware of the recent trends in ink 
technique; although these do not 
always result in visual changes 
in printed matter, they often 
affect cost and speed. 


Of the modern ink develop- 
ments which have come to stay 
are, heatset, letterpress and offset, 
where paper is printed from the 
reel and immediately after, the 
ink is dried by the application of 
intense heat; moisture setting 
where letterpress inks are 
hardened off almost instantly by 
moisture laden aid or by the 
moisture in the paper; quickset- 
ting which consists of preparing 
letterpress inks on such a basis 
that they set at great speed on the 
paper. The results of the above 
methods are not markedly differ- 
ent from those produced by the 
normal processes but they may 
limit the use of certain pigments 
or be unsuitable for certain pur- 
poses. 


Valuable research 
work by PATRA 


In the lithographic field the 
development of special plates in 
which two or three metals are 
combined to confer great dur- 
ability on the printing surface has 
been followed by the production 
of special offset inks based, not 
on the conventional drying oils, 
but on synthetic resins. These 
materials provide the multi- 
metallic plate with the necessary 
inks for easy working and long 
trouble free runs. 

Parallel with these ink develop- 
ments runs the investigational 
work undertaken by the Research 
Associations such as PATRA 
Recent studies, among many of 
great interest to the printing and 
ink trades, include work of funda- 
mental importance on half-tone 
reproduction, on lithographic 
damping work, and the retarda- 
tion of ink drying by certain 
paper. In addition, instruments 
of many kinds have been devel- 
oped and have become tools of 
the trade. 
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o 
@ in tive minutes one man can change this packing 
case into an exhibition stand complete with counters, models, 
showcases and displays. Travelling as a self-contained unit, 
the conversion is made simply by opening the sides of the box 
and, immediately, sixty cubic feet of storage space is transformed 
into over one hundred square feet of illuminated display. This 
patented principle we call it the IVELPAK~— is foolproof, 


thiefproof and practical in every way. 
The particular model shown here forms part of a travelling 


exhibition produced for the British Iron & Steel Federation 
other designs are helping manufacturers and distributors in the 
form of stands and dealer-aids throughout the world. Wherever 
they go they are unique, for no two IVELPAKS look alike. 
The cost is less than that normally associated with a conventional 
exhibition stand and, as it need never be out of use, the IVELPAK 
quickly repays the investment. 

IVELPAK in any business. If you 


There’s a strong case for 
can come to our White City Works and see them being made we are 
Please 


sure you will find they answer some of your problems. 
or tell us to send you a brochure. 


telephone for an appointment 


one man in rtVEBLPAK 


five minutes 
can erect the 


CITY DISPLAY ORGANISATION ¢ 30 UXBRIDGE ROAD, LONDON, W.12. © SHEPHERDS BUSH 1281 
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FURNITURE & 
FURNISHING 


trades and associated 


industries must 


advertise in the 


PERNISHING TRAD 
DIRECTORY A 


ENCYCLOPEDIA 


fuvers Guide 


THE ONLY VOLUME 
containing comprehen- 
sive A.B.C, lists of Manu- 
facturers, Wholesalers, 
Agents, Retailers, Sup- 
pliers, and the Classified 
Buyers’ Guides. 

The ‘F.T.E.’ is the trade’s 
most widely used _ ref- 
erence book for market- 
ing information — and 
therefore its indispensable 
advertising medium. 
Every subscriber to 
Furnishing World receives 
a copy of each annual 
edition; thus a thorough 
trade coverage is assured. 
Write to-day for rate card 
and further particulars of 
the 1954 edition. 
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Art 


EARN to draw at home” 

4 has long been a success- 
ful slogan judging by the 
longevity of some postal art 
courses, and now comes a book* 
which offers the kind of art 
course it takes a well-equipped 
school and highly qualified 
teachers many years to provide. 
“Art School Self Taught” is a 
large claim and one wonders 
whether the British associate pub- 
lishers had read the title when 
they composed their blurb, which 
says that the book is a_ useful 
preliminary and supplementary 
textbook to an art school course 
The first few chapters are de- 
voted chiefly to working up the 
student into a suitable frame of 
mind by platitudes about beauty 
and truth, and life, supported by 
suitable quotations—and in this 
respect do not differ from almost 
any other American book on al- 
most any other subject. The 
aptitude test, too, seems to be 
designed to encourage the student 
rather than to make him think 
seriously about art as a vocation 
Who, for instance, would answer 


Reviewed by 
GEORGE PLANTE, 
director, Young & Rubicam 
Ltd. 


“no” to the following questions? 
Are you observant? Do you 
possess an enquiring mind? Do 
you believe the search for beauty 
would be a thrilling experience? 

The authors dive bravely into 
the history of art, giving a page 
to the art of ancient Egypt, and 
slightly more or less to the 
Middle Ages, the Renaissance, 
India. China, France, eighteen- 
century England, and America 
This is reminiscent of the legen- 
dary American tourist who “did” 
the National Gallery at 10 o'clock 
and the British Museum = at 
quarter past. It may satisfy the 
modern annetite for potted cul- 
ture but is of little value to the 
serious student. 

When they come to more prac- 
tical matters the authors are more 
thorough and more successful 
Taking the “tools of the trade” 
to be “draughtsmanship, perspec- 
tive, and a workable anpreciation 
of the elements of design,” they 
provide a sound elementary 
course in these subjects, chiefly 
by nicture nlus comment The 
illustrations have been chosen, 
wisely, not to show the latest 
trends in art or the work of 
fashionable designers, but to offer 
solutions to specific problems 

The chanter on mediums and 
techniques brings the student on 
to dangerous ground, for he may 


*art School Self Taught, by Matlack 
Price and A Thornton Bishop (Green 
berg. New York. and Sir Isaac Pitman & 
Sons, Ltd, London. 40s.) 


Jury 16, 1953 


course in one book 


find it easier, and certainly more 
amusing, to play with medium 
and technique before he has 
mastered the solid background 
material of the previous chapter 
He cannot do better than ponder 
the words of the authors in this 
connection “Many _ beginners 
6trive too early to attain the 
effects of a personal technique. 
Even before they have learned to 
draw they worry about their 
“individualist expression.” Patient 
and diligent practice to attain 
good draughtsmanship and a 
sound foundation in design will 
prove the better course in the 
long run.” 

The part of the book dealing 
with the application of design to 
advertising gives a good ground- 
ing in layout, but neither the text 
nor the illustrations (which in 
many Cases are too small in scale) 
emphasises the fact that a plea- 
sant composition in itself is not 
enough to sell a product or ser- 
vice. 

In the chapters on lettering and 
typography the authors seem to 
have deserted the princivles of 
“first things first’ that they 
formulated in previous chapters. 
Lin service is paid to “classical” 
written and printed letter forms 
but they are not illustrated ade- 
quately 

It might have been better to 
sacrifice two or three of the plates 
of rather haphazardly chosen 
lettering styles for one showing 
how scribes and letter-cutters have 
preserved the" essential qualities 
of good form and _ legibility 
through the ages under varying 
conditions and with widely differ- 
ing facilities. Such a plate might 
include: the classic Roman 
letters; the Carolingian minuscule; 
a fifteenth-centurv humanistic 
script; the types of Jenson, Aldus, 
Garamond, Caslon, Baskerville, 
and Bodoni with, perhaps, some 
examples from Bickham’s Uni- 
versal Penman to show the 
influence of  eighteenth-century 
penmanship and engraving on 
type design. Examples of the 
work of modern calligraphers and 
tvpographers-- Edward Johnston, 
Eric Gill, Anna Simons, Rudolph 
Koch, Bruce Rogers, and W. A. 
Dwiggins, to mention only a few 

could follow. Finally, the nine- 
teenth century fat-faces and 
shaded letters, together with a 
few twentieth-century display 
faces, could be included to give 
the student some idea of the im- 
pact and novelty that advertising 
demands 

The student is not shown how 
to mark un a layout nor is he 
given a single example of an ad- 
vertisement which, by careful 
choice of size and style of type. 
and painstaking attention te de- 
tails of spacing. invites reading 
and gives maximum legibility 
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H. ASHFORD DOWN ... 


and his team of experts — are at your service for the production of 


Showcards and Sales-Aids. Thirty years of ‘*know-how "’, backed by 


two highly mechanised factories, and an experienced staff of 125 
craftsmen, enables the Display Craft organisa- 
tion to offer a service which is second to none 


for high grade mechanised screen printing. 


RING :— 
BRI. 7871 
(4 LINES) 


ADVERTISER'S WEEKLY 


LWwOop 


z 


— ot 3 § See y a a ee: Pe . -. oe . mee es 2 
eee 113 Es : 
cc 7 
Pn a tot . ‘ 4 
i: \ oS i - & | 
3% — - , 
~ —. sa + 3 7 
oe ~ ian bd 
Marconiphone L™ 
3 ee =| Rada Oa _ ar * 
. feria | 
( a | % ; Se “3 
awn! Las | 
cs: ; a 4 * 
Phillip. 7 
= es Bove "se & ‘ 
aS ——— BL Se 
soos a i & | 
Pete bay 
“ak 
or) 
an ‘ rr aa : 
ai ypuKorr ee bes Cy 5 
\\NONS ga Be 
a _ areas iene (a7 aia 
| we ga | in Rogen Ho; Mee 
ee | ly. 40 7 | bi 
at ‘aU Noecgtee Aa si 
ae D s$ ave carte ——— S&S SOG 7 ” : 
—, Le eehwh 1 on mn in a Pia “A ts 
Dee ah 8 
© <a Y/ _ 


i ae 


etic. 


ADVERTISER'S WEEKLY 


114 


Jury 16, 19§3 


These papers will serve How laundry industry 


you as surely and well should promote sales 


AUNDRIES are competing 


as they serve the people Linn cnet in 


of County Durham 


SUNDERLAND ECHO 
NORTHERN DAILY MAIL 


WEST HARTLEPOOL 
BILLINGHAM EXPRESS 
STOCKTON EXPRESS 


Families in and around Sunder- 
land, West Hartlepool, 
Billingham and Stockton-on- 
Tees! comprise a vast 
community enjoying the 


security of regular employ- 
ment and able to spend on 
essential needs. They are 
waiting to read YOUR 
advertisement. 


Further particulars from 
LONDON OFFICE, 85 FLEET ST., E.C.4. Telephone CENtral 2845 


LOCAL STOCKIST 
WILL CONFIRM 
YOUR TRAVELLERS 
REPORT THAT 


YOU MUST USE 

THE 

BOLTON EVENING NEWS 

IF YOU EXPECT 

TO SELL YOUR GOODS 

FREELY IN BOLTON AND 
DISTRICT 


21/- 


PER COLUMN INCH A.B. 


AND WELL WORTH IT 


*. DAILY NET SALE 


$2,461 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANI 
BOLTON LANCS. 


Telephone: Bolton 1993 
Advert. Manager: Wm Sheppard 


6 ARLINGTON ST. 
LONDON S.W.1 


Teciephone: GRO. £220 
London Manager: C. A. Miles 


other ways of spending money. 
fhe purchase of the television 
may, in fact, be at the expense 
of the laundry. The greater 
availability of all kinds of 
goods in the last year or two 
has made a radical diflerence 
to the way in which people 
spend their money. 

More tangibly, the laundries 
are competing against the wash 
ing machine and its off-shoot the 
laundrette In 1949 nearly 
200,000 electric washing machines 
were delivered on the home mar- 
ket; in 1950 over 300,000 were 
delivered; in 1951 this figure had 


L. W. DESBROW, research and 
marketing director, 8. T. Garland 
Advertising Service Ltd., spoke 
on “Sales Promotion in the 
Laundry Industry” at a sales con- 
ference of the Institution of 
British Launderers at Droitwich. 
This is an extract from his 
address, in which he stressed that 
laundry advertising must be 
“state of mind” advertising. In 
the long run, such advertising 
could be extremely effective, but 
it was unlikely to produce high 
speed results. 


risen to 325,000 and in 1952 the 
figure had fallen to 250,000, This 
represents well over a million 
households acquiring — electric 
washing machines in the space of 
four years. A certain number of 
households acquired gas washing 
machines. A rough and ready esti- 
mate suggests that between two 
and three million homes have 
some kind of washing machine 
to-day. 

Less easy to pinpoint is the 
competition engendered by the 
widespread advertising of deter- 
gents. The giants of the soap and 
detergent worid have been pour- 
ing out their gold to compete with 
each other and to sell ever- 
increasing quantities of their pro- 
ducts, In half a dozen years they 


have changed washing habits 
developed by the housewives 
over several centuries. Most of 


these advertisements have one 
feature in common, namely, that 
they show a happy, if slightly 
pop-eyed, housewife apparently 
enjoying the weekly wash. It is 
reasonable to suppose that if it is 
shown that washing at home is 
not only easy, but pleasurable, 
the housewife’s purse will find the 
ground well prepared when it sug- 
gests the laundry costs too much. 

Against this background of 
competition the laundries “tnust 
marshal their selling points. The 
laundry’s plus point No. 1 is the 
fact that it relieves the house- 
wife of what, despite the adver- 


tising of the detergent kings, ts 
an intolerable chore Probably 
the second major selling point ts 
the laundry finish which ts so im- 
portant in such things as men’s 
shirts. Relatively few housewives 
can iron a shirt to produce the 
smart effect of the crisp laundry 
ironed product. 

In one form or another you 
must advertise to put across 
vour selling points and educate 
the public. Unless vou believe 
in telepathy there is no other 
way. 

There are two broad lines of 
advertising. They are “Do it 
now” advertising and “State of 
mind” advertising. 

Laundry advertising very defi- 
nitely belongs to my second cate- 
gory—"State of mind” advertis- 
ing. It is unlikely that the most 
persuasive advertisement is going 
to lead to immediate decisions to 
place an order. New families 
coming into the neighbourhood 
may be influenced by what we call 
visiting card advertising, but these 
sales are usually no more than 
replacements, 

What is important is the sug- 
gestion that the laundry can con- 
fer certain benefits and this sug- 
gestion must gradually wear away 
opposition as water will wear 
away the stone on which it drips. 
“State of mind” advertising can, 
in the long run be extremely effec- 
tive. It can change fundamental 
attitudes and alter long term 
habits; but permit me to warn 
you against expecting high speed 
results. It happens ail too fre- 
quently that the cumulative 
results of such a campaign are 
thrown away after a time because 
people become dissatisfied with 
the rate of progress made. The 
cumulative influence of such a 
campaien belongs much more to 
the category of capital investment 
than to that of current sales pro- 
motion, 


It is a mistake to envisage ad- 
vertising out of the context of 
the rest of sales promotion. The 
building of sales must be seen as 
a campaign and not simply as a 
series of unconnected sporadic 
efforts. Recognition should be 
built up by every piece of promo- 
tion material in use. The colour 
combination and the typography 
should be consistent on letter- 
headings, bill heads, labels, boxes, 
showecards as well as the vans, 
plus the van men’s overalls. 
laundry books and those stuffers 
which are frequently used for 
conveying Christmas greetings or 
reminding us that it is time to 
have our curtains washed. If every 
piece of promotion matter, in- 
cluding the collecting points, ts 
speaking with a single recognis- 
able voice they will be mutually 
supported and will build up 
cumulative recognition. 
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DAVID ALLEN & SONS LTD 


have acquired the poster advertising businesses in the following towns in North 
West England, North Wales and the Isle of Man as from 8th July, 1953. 


NORTH WEST ENGLAND 


NORTH WALES 


ASHTON-UNDER-LYNE, Audenshaw, BANGOR, Caernarvon, Conway, 
Denton, Droylsden, Dukinfield, Llanfairfechan. 
Mossley, Mottram, Stalybridge. Cotwyn Bay,Llandulas,Old Colwyn. 
em Longtown, Silloth, ConnaHs Quay, Buckley, Ewloe, 
igton. 


Flint, Greenticld, Holywell June- 


CHESTER, Bache, Upton. tion, Mold, Mostyn, Penyflordd, 


EARLESTOWN, Lowton, Newton-le- Queensferry, Shotton, ‘Trevor. 
Willows. LLANDUDNO, Llandudno Junction. 
ELLESMERE Port, Hooton, Runcorn, Ruy, Abergele, Denbigh, Meliden, 
Widnes. Prestatyn, Rhuddlan, St. Asaph. 
FORMBY. WREXHAM, Acrefair, Brymbo, 
ORMSKIRK, <Aughton, Burscough, Caergwrle, Cetn-y-Bedd, — Holt, 
Maghull. Llay, Main, Rhostyllen, Steansty. 


Prescot, Huyton. 


ISLE OF MAN 
St. HELENS, Haydock, Rainford. 


DOouGLAs, 


Ballasalla, 


Castletown, 


WATERLOO, Aintree, Blundellsands, 
Crosby, Ford, Litherland, Seaforth. 


Crosby, Laxey, Peel, Port Erin, 
Ramsey, Santon, St. Johns. 


Formerly operated by: 

Ashton-under-Lyne, Stalybridge & District Billposting Co. Lid, Llandudno & District Bill ne Go. Lid; New Manx bill 
Beech Bros. Ltd.; Borough Billposting Co. (Wrexham) Ltd.; posting Go. Ltd; Onnwskerk keliersdale & Burscough Bill 
Carlisle City Billposting Co, Ltd.; Chester & District Billposting posting Go. Lad., Prescot & District Billposting Co. Lado; Rhyl 
& Advertising Co. Lid.; Colwyn Bay Billposting & Advertising Billposting Go. Lad.; Silloth District Billposting Ca. Lad, 
(Co. Lid.; Connahs Quay Billposting & Advertising Co. Lid St. Helens & District B ne Advertising Co. Lad 
Conway Billposting Co. Ltd.; Dee Billposting Co. Ltd.; Douglas Waterloo, Seaforth, Litherla & Crosby Billposting Go, Lad 
& Isle-of-Man Billposters Ltd.; Earlestown & Newton-le-W illows Wrexham & District Billpost Co. Lad 


Billposting Ltd.; Formby Billposting Co. Ltd.; Kendricks Ltd 


David Allen & Sons Ltd. will be pleased to implement all outstanding orders 
for displays in these towns for the full periods of such orders. 


. The businesses will be operated from our North-West area office 


in Liverpool with the ex- 
ception of those in Carlisle, Longtown, Silloth & Wigton which will | 
North-East area office in Newcastle-on-Tyne. 


controlled from our 


Orders for new displays in all towns should be sent to the Head Offic: 
7, Buckingham Palace Gardens, London, S.W.1. 


ae BD 


id Allen & Sons Ltd 
Oane o711 


Telephone: S 
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‘ %* In the ess offered its readers a Coron 
m 6. SOuvenir containing a week’s issues of the paper during that period 
total number of copies sold was 1,093,116, which, spread over the m 
averaged 42,043 copies a day. 
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~ GLAMORGAN 
The GAZETTE 


Wm erek ord | SERIES 
Times |j\ 


ADVERTISER'S WEEKLY | 


Established 1866 


A WEEKLY NEWSPAPER 
The Great County and | THAT COUNTS FOR 


Agricultural Newspaper of NEWS, VIEWS and 
Herefordshire REPUTABLE ADVERTISING 
The Counties of the Welsh 
Marches and the West 
Midlands. 


The Figures—certified by the Audit Bureau of 
Circulations-Speak for Themselves! 


Average Weekly Net Sales: 
Half Year to December, 1951 As a 15,932 


* ow june, 1952 ww SCwetiw eC VD 


HEREFORD : LONDON : P. Moon » 9» December, 1952... 17,002 


Maylord Street 134 Fleet Street, E.C.4 = . 17,222 


Phone: 2551 Phone: CENtral 3913 


This means an increase of 
1.290 copies a week 
H 1 
in |Z years. 


Not the usual | PROOF OF THE “GAZETTE’S" GROWING 
| IMPORTANCE AS A 
sort of Bulli 2! 
Four Main Editions for— 


PROGRESSIVE NEWSPAPER 
7 ‘. Langford Ri 
, _ SOUNSTON BRIDGEND MAESTEG 


: CUTIVE and intelligent , 
gi ‘ite Central and Market Town Largest Mining Town. 
st 


4 ferably Welsh Black) in time : 
General harm Survey Must be able to]* of Mid-Glamorgan. 
distinguish snoopers W. GU. Smith, 


) Liwyngoras, Velindre Ciymmych, Pe j PORT TALBOT PORTHCAWL 
, ; icy Which has largest Steel Popular Welsh Seaside 
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NEW INDUSTRIAL AREAS HAVE CHANGED 
THE MASS MARKET FACE OF WALES 


By GRAEME CRANCH, head of 
research, Mather & Crowther Ltd., past 
president, The Market Research Society. 


The writer of this survey considers Wales to be an important mass market and one 
well worthy of the attention of sales managers. 


Some prejudice in the minds of many business executives against large areas of Wales 


continues to exist. 


Born of the severe depression years, this prejudice does not take 


fully into account the remarkable achievements in industrial development which have 
These have led to a very considerable rise in the living 
standards for thousands of families and a more stable purchasing power for a wide 
variety of essential household goods. 


taken place in recent years. 


FREQUENT occurrence 

in modern business admin- 
istration is the concentration 
of effort on a smaller number 
of selling lines and fewer, but 
individually larger, sales out- 
lets. In short, a general con- 
solidation of business wherever 
it can most economically be 
obtained. In that process it is 
very easy to overlook certain 
outlets, or products, or’ sales 
areas. 


One of the first tasks therefore 
of anyone responsible for the 
marketing strategy of a product 
must always be to examine sales 
figures against a factual back- 
ground. It is a fair generalisa- 
tion to say that far too many 
firms fail to do this and, for lack 
of it, fail to get all the advan- 
tages to which their trade entitles 
them. That is why in its week- 
end courses the Market Research 
Society lays such emphasis on the 
primary need for sales analysis. 
broken down into as much detail 
as possible and compared with the 
appropriate published statistics 


Examination in detail often dis- 
closes the “overlooking” of cer- 
tain areas or pockets in Britain. 
The continual attention paid 
recently by marketing men to the 
great “conurbations” (itself a 
word unknown save to an 
academic few before the war) has 
tended to make it increasingly 
difficult for some of these smaller 
or less important areas to achieve 
their due value and consideration. 
This present article redresses 
some of the balance by discussing 
one such area~-Wales and Mon- 
mouthshire 


Population of 
Wales & Monmouth 


First, let us look at their popu- 
lation, as shown in the 1951 
Census, preliminary report: 

Population in Wales in 1951 
was 2,596,986, approximately 

5 ver cent of the total U.K. 

population, 

Of these, 1,626,636 (or 62 
per cent) were living in the 
counties Glamorganshire 
and Monm 

Thus there is a very sizeable 


market in this area and one 
worthy of attention under normal 
circumstances. But circumstances 
in Wales have not been normal 
for many years now. And sales 
managers have tended to damn 
this area before they © start 
Nevertheless, there is a lot about 
it that must be studied 

What are its = disabilities? 
Declining coal export trade: an 


to ee 


Ie 


The largest of the nev 
British Nylon Spinner 
gardens this is a fire 


factory 


level for 
anywhere else in 
steel industry under- 
going great changes which will 
undoubtedly affect the employ- 
ment problem, a shipping trade 
which has suffered from both in- 
creased competition from abroad 
and the decline in coal exports 


unemployment 
higher than 
Britain, a 


years 


Many business executives have 
these matters in mind without the 
necessary details to see them in 
their true context. Sull less can 
they immediately remember the 
other side of the balance sheet, 
the steps taken to solve Ithese 
problems, the new industries that 
have been brought to South 
Wales in the past few years. They 
accordingly are inclined to expect 
poor results from Wales. They 
don't give it its due chance to 
prove its value as a market 


Any discussion about Wales is 


ndustrial establishments built in Wales is the 
fJi~ear Pont \ pool 
ample of modern industrial architecture. 
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WALES AND BORDER MARKET SURVEY 


(British Railways photo 


Mountains, sea shore, riverways, and the old and the new indicate 
the great variety of scenery and the range of industrial life to be 


found in Wales 


always bedevilled by people 
immediately thinking of it in 
terms of “the country with the 
heaviest unemployment.” 


The problem of 
labour supply 


What are the facts about unem 
ployment in Wales to-day? First, 
it must admit to the highest unem 
ployment rate in Britain, by a 
small margin over Scotland, But 
look at the matter the other way 
round. On May 11, 1953, 97:1 
per cent of the estimated number 
of total male emoloyees in Wales 
were in work, 96:2 per cent of 
the female. These are very high 
figures compared with the many 
years between the wars of the 
‘dole’ hunger marches, and 
strikes. In spite of many fore- 
bodings and to belie the false 
prophets, unemvloyment has not 
materially altered in the nast 18 
months, during a period of re 
cession in many consumer goods 
industries 

So the first lesson is learnt 
that, while unemployment — in 
Wales cannoy be denied, it must 
not be allowed to hide the fact 
that very many people are fully 
employed in Wales to-day at high, 
above average, wages, for the 
basic industries of South Wales 
are among the highest paid in the 
counry., 

But) not only unemploy 
ment, but also emoloyment, and 
the shortage of certain labour, 
are problems in) Wales to-day 
The chronic unemployment be 
tween the wars led to a loss of 
nearly 400,000 men and women 
by migration from the area. Most 
of these were younger workers 
This has produced a shortage to 
day, 20 years later, of suitable 
men both for traditional indus 
tries and for the skilled jobs in 
new industries, But that trend has 
changed, The latest figures issued 
ia «6the)=«6Ministry) «oof Labour 
Gazette (lune 1953) show the 
estimates for the net gain or loss 
by migration for each region in 
1952 (see Table 1) 

Not all parts of the Region 
have been affected equally 
Towns like Cardiff and Newport 


Above ty a view of Barmouth, North Wales. 


have arrested their decline and 
ure once again increasing their 
numbers annually. The Rhondda 
Valley continues to lose workers, 
but at a considerably slower rate 
than pre-war. 


Wales alone of all regions did 
not lose men to London and the 
South Eastern Region in 1952 
So here in this narticular aspect 
of the labour problem is now 
righting itself, and in future there 
should be less fear of not finding 
suitable men for general indus- 
trial demands in Wales. (There 
will, of course, exist a shortage 
of certain skilled trades, there as 
elsewhere in Britain.) 


But the problem of female 


Region. These facts suggest 

therefore: 

(i) the need for further employ- 
ment in Wales of females of 
the 25-44 age grouns, especially 
married women whose families 
can be cared for elsewhere; 

(ii) the imvortant marketing fact 
that the female purchasing 
market in Wales is probably 
less diversified than elsewhere 
in the U.K. It is now largely 
concentrated on young women, 
with their particular, and more 
persona] demands. Other areas, 
with more potential purchasing 
power in older women’s hands, 
will show a greater demand for 
more “family” or household 
items 
A third factor in the labour 

problem is the disabled worker 

South Wales has the highest pro- 

portion of disabled workers in 

the U.K. Add to these the many 
pneumoconiosis sufferers and 
there 1s some idea of the task of 
finding suitable employment for 
these men. Special rules apply 
to all new factories in the area 

Each new firm must emoloy at 

least 3 per cent disabled men. The 

Government subsidies the excep- 

tionally bad disabled if work can 

be found for them. It also sub- 
sidies factories in the worst 

PNeuMOCONIOSIS areas 
These important steps are 

among the factors contributing 

towards the greater employment 
level in South Wales since the 
war They helo materially to 
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allow a better standard of life for 
thousands of families, a more 
stable purchasing power for many 
essential household goods. 


How to tackle the 


labour problem 


These are some highlights of 
the oroblem. How is it being 
tackled? Much of the answer lies 
in the South Wales Development 
Area 

It is inevitable that, since over 
60 ver cent of the total popula- 
tion Is concentrated in the south- 
ern industrial areas of Wales, the 
main consideration should be 
centred on the counties of 
Glamorgan and Monmouth. The 
rest of Wales is very largely one 
large rural area. Agriculture, 
where nature permits, is pros- 
perous and well founded. New 


TABLE I 
; Net gain (+) or 
Region loss ( —) by migration 
Males Females 
London & South 
Eastern + 21,000 + 10,000 
Eastern 5,000 1,000 
Southern 9,000 2,000 
South Western 2,000 2,000 
Midlands + 5,000 + 4,000 
North Midland + 6,000 — 
East and West 
Ridings 7,000 2,000 
North Western 2,000 1,000 
Northern 5,000 _ 
Scotland 5,000 4,000 
Wales + 3,000 2,000 


TABLE I 


Region 


Female employees, end May 152 


Under 25 25-44 Over 45 
labour ts less easy. The structure Thi . ie OF 5 eat Ger 
of female employment there is London and South Eastern pat) 40 31 
rather different from most other — Eastern sh 3M 27 
parts of Britain. ‘Table I is cal- ae +4 4 = 
culated from the same Ministry = Midland 41 2 27 
of Labour source already quoted. North Midland 3h 6 20 
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women represent some 33° per Northern 42 $5 23 
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WE SERVE A ’ 
PROSPEROUS AREA e 


Take Merthyr Tydfil for instance: 


* Imperial Chemical Industries 
pay £250,000 a year in 
wages to Merthyr people 


* There are 19 Major Factories 
in Merthyr, five of them 
with more than 700 people 
on their pay roll 


Ebbw Vale, Tredegar, Caerphilly 
Pontypridd. Tonypandy can tell 
similar stories of industrial activity 


Hlerthyr Express 
Pontypridd Observer aw 
Rhondda Leader 


Series 


LARGEST WEEKLY SALE IN WALES 


Certified Net Sale 
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areas are being brought under 
cultivation for the first time. Con- 
siderable income is obtained from 
the holiday resorts, particularly 
in North Wales; from the travel 
ports to and from Ireland; from 
the fishing ports: and from a 
limited number of industrial 
undertakings situated outside the 
South Wales belt. (Not to men 
tion Snowdon in an article 
about Wales would be churlish 
But this is no catalogue of Welsh 
districts and their characteristics. 
Snowdon plays its economic part 
among the holiday makers.) But 
as part of the mass market of 
Britain, the primary importance 
of Wales lies in the districts now 
covered by the South Wales 
Development Area 


This area covers the whole of 
Glamorgan, much of Monmouth- 
shire and some parts of Carmar- 
then. It stretches from Kidwelly 
in the west into the’ Black 
Mountains in Breckonshire in the 
north and down to Newport in 
the east. Within this area is 
practically every sizeable town in 
Wales. Into this area of basic 
industries severely hit by many 
years of depression, came the new 
factories and the new trades 
Under the policy of the Distribu- 
tion of Industry Act, work has 
been taken to the workers no 
matter where they lived, in many 
cases in narrow alleys, with poor 
communications, 


Diversity of modern 
industry 


The number and diversity of 
firms attracted to this area is 
quite astounding. There are four 
large trading estates at Fforest- 
fach, Bridgend, Hirwaun, and 
Treforest: many smaller zroup 
sites and even single factories 
have been set up under the 


The 6-stand hor rolling mill at the 


Thomas & Baldwins Ltd 


scheme. Firms coming to the 
area vary from well-known 
national names to the smallest of 
local undertakings. Instead of 
Welsh economy being dependent 
in this populous region on the 
traditional coal, steel, and ship- 
ing industries, we now find 
every type of industry in the area. 
The following product groups, 
selected at random from firms 
trading in the larger estates, give 
an indication of this range: 

Fire extinguishers 
Brushes 

Toys 
Outer 


products 
Nylon spinning 


Latex 


Gloves 

Zip fasteners 
Typewriter ribbons 
Aircraft componcnts 
Abrasives 

Plastics 

Corsets 


wear clothing 
Electrical products 
(nl paint 

Spring mattresses 
Electro welding 
Radios 


In fact the number of tenants 
On four trading estates in South 
Wales alone currently amount to 
297 and cover over 100 different 
product groups. 


It is this very variety which 
has wrought such a change in 
South Wales in the past few years. 
After making a steady progress 
during the post war years, the 
area was threatened by the credit 
restrictions of the Korean war 
period, Government-inspired dis- 
inflation reduced the demand for 
many consumer goods which were 
being produced there, while arma- 
ments demands created difficulties 
of raw materials and machinery 
and equipment shortages. The 
basic industries progressed well 
and strained the labour market 
with demands for certain skills. 
The new. industries, intended 
to help out the basic in- 
dustries, failed to absorb = or 
to hold the female and disabled 
labour for which they had been 
planned. Nevertheless, the critics 
who eighteen months ago ex- 
pected South Wales to be seri- 


Ebbw Vale Richard 


works of 


The new steel installations erected in Wales 
are outstanding examples of new engineering skill. 


Workers in the 


basic industries earn some of the highest wages in the land. 
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The oil and nylon industries of Wales have brought a new 
type of employment to the country. 


Compared to some 


older industries they are not so vulnerable to changes in 


buying power. 


ously affected by the current inter- 
national situation have been 
largely confounded. The devel- 
opment area had become suffici- 
ently well entrenched to with- 
stand the problems of 1952. In 
spite of the decreased demand for 
consumer goods, only a few firms 
actually closed down their new 
establishments. Indeed, employ- 
ment in the area has largely re- 
covered this year any temporary 
setbacks suffered in 1952. 
Nevertheless, the Government 
are not complacent. Early this 
year in the House, Sir David 
Maxwell Fyfe indicated the need. 
in the national as well as local 
interest, for making the area more 
powerful and more stable indus 
trially. One of the most urgent 
requirements is improved com- 
munications. Routes to London 
and the Midlands in particular 
are inadequate and he indicated 
that the Government would be 
prepared to relax restrictions for 
their improvement. He also re- 
ported that a survey was to be 
carried out for general site clear- 
ance and preparation for new fac- 
tories in districts where there were 
still pockets of unemployment. 


The tin 

plate trade 

The other “bugbear” that 
comes {0 most people's minds 
about South Wales is the tin 
plate situation, recently in the 
news for the redundancy of 


labour in the old hand mills. The 
new strip mills at Margam and 
Trostre are outstanding examples 
of new engineering skill. They 
are a national asset. But they 
employ fewer men. It had long 
been realised that these new mills 
would cause the old fashioned 
hand mills eventually to close. 
No one, however, quite expected 
their closing as early as March 
1953. The programme for the new 
tin plate works has been brought 
forward, especially for the new 
mills at Velindre, and within the 
next five vears closures of old 
mills will mean, in the Govern- 
ment estimate, a total redundancy 
of some 10 to 12,000 workers. 
Hence the need for active mea- 
sures to cushion the effects of 
that blow. But the machinery and 
the facilities are there for new 
firms to set up, even more indus- 
tries to be brought into the area. 
We must not anticipate that 
“things must get worse in South 
Wales.” 

Factors like these must of 
course be taken into account in 
marketing planning. But the pic- 
ture is not entirely a black one 
As has already been mentioned, 
workers in the local basic indus 
tries are enjoying some of the 
highest wages in the land. Jobs 
in the new light industries are in 
many cases also carrying a high 
wage. The employment of women, 
although not as great as it could 
be, adds its share to the family 


hosiery 


nylon 
The British Nylon Spinners now 


Gumming varn, 


employ 3,700 at the Pontypool 
factory, 


purse The net income in 
area, therefore, stands at a very 
high level. And there is little 
doubt that any measures taken in 
the future will give workers the 
opportunity of earning the high 
wages to which they have become 
accustomed in the post war boom. 
Moreover, the two outstanding 
post war developments in the area, 
the oi industry and its ancillary 
trades and the nylon industry in 
the Pontypool area, are not so 
likely to be affected by temporary 
changes in purchasing power. 

A lessening of restrictions on 
building and on credit will further 
improve the general stability of 
the area by allowing development 
on wider basis than at present 
In the words of the Home Secre- 
tary and the Minister for Welsh 
Affairs, “The opportunity of 
building a new prosperous centre 
of industry must be grasped 
quickly and courageously.” 


Changing trends 
in shipping 


Another example of the chang- 
ing pattern of South Wales in- 
dustria! life can be seen in the 
ports within the area. Pre-war 
they depended very largely upon 
the exports of coal. In their place 
to-day they handle a great variety 
of cargo. In total tonnage the last 
two years have shown a consider- 
able improvement, largely due to 
the Llandarcy refinery coming 
into full production. This re- 
finery’s exports and imports of 
oil in 1952 amounted to more 
than the total exports of coal 
from the area. It is likely that 
these exports will increase and 
provide a good substitute for the 
lost coal trade. 


the | 


The oil trade is handled almost | 


entirely through Swansea. 
other ports have to make good 
their coal loss from 
cargoes. Port Talbot has bene- 
fitted by increased imports of iron 
ore. Newport maintains its tradi- 
tional trade as the outlet for the 


industrial Midlands Cardiff, 
however. has not been so for- 
tunate. Before the war it handled | 


much of the South American 


The | 


general | 


SoutH Wates Arcus 
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THe Foortpatt Arcus 


three papers of proved merit, 
each with a larger net sale in 
Newport and Monmouthshire than 


any other paper of its kind. 
Ether singly or together they 
provide the best medium for 


reaching the prosperous agricultural 
areas and the thickly populated 
highly industrialised areas in which 
today there is practically no 
unemployment, and where recently 
established light industries 
seeking further extensions. 


are 


Head Office 14/15 HIGH ST., NEWPORT, MON 
Telephone Newport 2240 
London Office . 150 FLEET ST. Tel. Ceniral 3336 


Y CYFRYNGAU 
GORAU* 


% The best media 


Ik you can't speak the 
Welshman’s language you can 
sell to him through the 


CAERNARVON HERALD 


SERIES 


A.B.C. certified 27.6235 


CAERNARVON & DENBIGH 
HERALD & NORTH WALES 
OBSERVER 


net sales 


HOLYHEAD & ANGLESEY 
MAIL 


YR HERALD CYMRAERG PAPER PAWB A'R WERIN 
AVR GENEDI VR OO 
FREE TRANSLATION OF COPY FOR WELSH EDITIONS 


He ad Offic " 


SQUARE, 


TELEPHONE : 


CASTLE 


CAERNARVON 


83 


london Representative 


D. CLACKSON, 80 FLEET ST. E.C.4 TEL. CEN, 2626 
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ADVERTISER'S WEEKLY 


Approaching the 


100.000 


COPIES 
WEEKLY 


WREMTIAM LEADER 
FLINTSHIRE LEADER 
BORDER COUNTIES 

ADVERTIZER 
SHREWSBURY ADVERTIZER 
Y CYMRO (The Welshman) 
MONTGOMERY SHIRE 

EXPRESS 

RADNOR TIMES 


* 


ORDER 
BLOCK 
ACCOUNT 


FOR 


326 S.C.i. 


covering 


DENBIGHSHIRE 
FLINTSHIRE 
SHROPSHIRE 
MONTGOMERYSHIRE 
RADNORSHIRE 
MERIONETHSHIRE 
and through Y Cymro—the whole of 
rural Wales 
LONDON OFFICE 


EDWIN GREENWOOD LTD. 
(Mr. J. Forecast) 

2312 STRAND, LONDON, W.C.2 
Tel. CITy 5906 


For Complete Coverage 
of the 


\orth Wales Coast 


you need the 5 papers of the 


\orth Wales 
Chronicle 


Group 


From Anglesey to Flintshire 
they form an ideal group in a 
prosperous area. 
Here are holiday resorts, rich 
agricultural districts, thriving 
industrial areas. 


NORTH W ALES CHRONICLE 
HOLYHEAD CHRONICLE 
Y CLORIANYDD 
NORTH WALES PIONEER 
PLINTSHIRE OBSERVER 
12/6 
per s.c.i. 
CAXTON HOUSE BANGOR 


London Office 
80 FLEET STREET, E.C.4 
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WALES AND BORDER MARKET SURVEY 


SWANSEA 


AREA 


The whole of the SWAN- 
SEA VALLEY and two other 
great industrial and agricul- 
tural valleys branching out 
from SWANSEA toAMMAN- 
FORD and from SWANSEA 
to BRECON is covered by 


THE 


SOUTH WALES 
VOICE 


AUDITED WEEKLY NET SALE 
FOR JUNE 1953 
12.226 

e D 

POLICY: Independent, Non- 
Political. A weekly newspaper 
in its SSth year of publication 
and rooted in the Welsh Valley 
Home. A large number of these 
homes read and trust no other 
Paper. 

London Office: 

E. J. Wills, 118 Fleet Street 
(CENtral 2715) 


(British Railways photo 


The mountain scenery of North and Central Wales plays its part in 


adding to the annual income of the country. 


Valley is typical 


This view of the Rheidol 


The primary importance of Wales as a mass market 


lies in the new development areas. 


meat trade. It therefore has lost 
two main cargoes. Steps are being 
taken to stimulate trade through 
this port and to enable it to com- 
pete more effectively with other 
ports in Britain than it 1s at pre- 
sent, The Government also 
approved in principle a new ship- 
building yard at Newport. prin- 
cipally for the building of large 
oi] tankers and ore vessels. It 
will include the largest dry dock 
in South Wales and will add con- 
siderably to the shipping facilities 
for the area. 


A market 
for development 


These are examples of the way 
in which the problems of South 
Wales are being tackled at the 
moment. There is no doubt that 
considerable success has been 
achieved in taking away some of 
the inherent disabilities of the 
area 

Similarly active measures have 
heen taken in other parts of 
Wales, where their need is not so 
extensive but none the less 
pressing in some instances. A 
trading estate in North Wales at 
Wrexham has attracted firms. 

Much is being done to improve 
the electricity supply particularly 
in farming areas which will assist 
the farms to continue their suc- 
cessful production drive. Much, 
however, remains to be done, and 
its ultimate success will largely 
depend on the initiative of manu- 
facturers and administrators. The 


A COMPLETE 


Welsh have always had a very 
high civic sense. Visitors to Car- 
diff are always shown with pride 
the civic centre, which must in- 
deed be one of the best in the 
country, if not in the world. 
Swansea no less is devoting much 
time and money to the cherishing 
of the communal spirit. For ex- 
ample, further educational] facili- 
ties there provide new University 
buildings in ideal surroundings. 
The Welsh have long been active 
in their educational work. In this 
way they ensure the supply of the 
right administrative and executive 
quality for their future leaders 
A long term matter as compared 
with to-day’s marketing considera 
tions, but illustrative of the 
country’s vitality. 

Of more immediate importance 
commercially is the fact that 
South Wales has a new town 
under development at Cwmbran, 
near Newport. This has barely 
started but as it grows it will 
open up new marketing oppor- 
tunities in the area. The amenities 
of modern houses and the more 
spacious existence create a de- 
mand for a high standard of living. 

That the people of Wales ap- 
preciate their problems and are 
determined to settle them is clear. 
It is for manufacturers to play 
their part in making possible an 
improvement in the amenities of 
the people. But many of these 
amenities cannot be provided by 
the ordinary manufacturer with- 
out national assistance. For ex- 
ample, as a relic of the “old 


POSTER CAMPAION 
includes 
PONTYPRIDD 
RHONDDA & ELY VALLEYS 


“LEWIS & SONS (Pontypridd) LTD. 


1-2 Crossbrook Street, Pontypridd, Glam. 
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days” the household arrangements 
of private households in Wales 
are well below the = average 
throughout Britain. The 19581 
gave the proportions of 
households withou;r the exclusive 
use Of certain household arrange 
ments, For comparison are given 
the figures for the U.K. as a 
whole Table 3 tells its own 
Story 


census 


TABLE Il 


Crreat 
Britain 
Households without 
exclusive use of 

Piped water 

Cooking stove 

Kitchen sink 

WwW « 


Fixed bath 
Both stove and 
sin 


Government and civic authori 
ties are nlaying their But 
for the more nersonal develop- 
ment the initiative lies largely 
with manufacturers. Even in a 
country like Wales, which has 
suffered so much, this feeling is 
strongly held by visitors to the 
area. In its boom periods, Wales 
had not acquired the habit of 
spending so widely on household 
and nersonal nroducts us did the 
inhabitants of other parts of 
Britain The buying spree after 
the first world war which pro 
duced the two piano narlours in 
the north country mining dis- 
tricts, had no direct counterpart 


nart 


SERVING A 
POPULATION OF OVER 


200,000 


IN MID-GLAMORGAN 


THE 


NEATH GUARDIAN 


GROUP 


Including GLAMORGAN 
ADVERTISER Series 


Net Sales 


over 23,000 weekly 


Flat rate 10’. Per s.c.i. 


Principal Towns Served 
NEATH - BRIDGEND 
PORT TALBOT - MAESTEG 
PORTHCAWL 


SIX PAPERS - ONE ORDER 
ONE BLOCK 


E. J. WILLS 


118 FLEET STREET, E.C.4 
CENTRAL 2715 & 4571 


in South Wales. But, as we have 
high wages give them 
€ purchasing power, provided 
the need for the product is made 
sufficiently clear. In Glamorgan 
in December 1952 the G.P.O 
estimated that the proportion of 
households with television 
licences was about § per cent 
For Gloucestershire the propor- 
tion was around 10 per cent. The 
market is there: the ability to buy 
iS there and industrial develop 
ment. spreading the risk of de 
pression more widely than is 
such undertakings, has 
already successfully come 
through a severe testing period 
What is required now is_ the 
necessary promotion to encourage 
the demand for goods 


THE BORDER 
COUNTIES 
MARKET 


The total Herefordshire popu 
lation. according to the 1951 
Census was 127,092. Of this some 
32.000 came from the capital 
town of Hereford itself. The re 
maiming 95,000) inhabitants live 
almost entirely in rural areas, and 
earn their livelihood from agricul- 
ture Apart from usual farming 
yields, the area is famous for its 
beet producing cattle and its cider 

Although the county suffered 
a decline in population between 
the wars, there was considerable 
migration to it during the 
World War It. 
the former downward 
Since 1931 there 1s now 
it nett increase of some 14 


said, their 
th } 


usual in 


carly 
Vears of which 
reversed 
trend 
shown 
Per cent 

Of the total Shropshire popula 
tron of 289.844. just under 45.000 
inhabitants lve in the capital 
town of Shrewsbury. Other size 
able towns in the area include 
Wenlock. Oakengates, Wellington 
and Oswestry, all with between 
10.000 and 18.000 inhabitants. The 
great majority of the area is rural, 
and it Was estimated just before 
the war that nearly 700.000 of its 
862.000 acres were under cultiva 
tion [his largely rural county 
had shown only a very slight in 
crease in population between the 
wars as in the case of Here 
fordshire it received a big influx 
of wartime evacuees, The county 
as a Whole now shows nearly 19 
per cent increase in total popula 
tion compared with 1931 

It is a county rich in historical 
Interest, particularly of Roman 
and Mediaeval times. Industrially. 
its main importance in our 
modern world is its long associa 
tion with tronfounding. Abraham 
Darby succeeded in smelting iron 
ore with coke in 1709 and started 
the famous Coalbrookdale 
dynasty of tronmasters. Opera 
tions have continued jin this area 
to this day, and a proud record 
has been set up by 


ons of 


but 


successive 
ironmasters there 
specialise 


venerat 
To-day they 
other items, 
particularly 
heat sto 


among 
in solid fuel cookers 
those employing the 
age principle. This area 
also produces a large proportion 
of the rain water goods made in 


this countrs 
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of MONMOUTHSHIRE 


95th Year of 

Publication 
* 

Covers Growing 


Industrial and h 
Agricultural Areas 


The Reliable 
Family Weekly 
with 16,000 sale 


A.B.C. Member 


Head Office: 


FREE PRESS OFFICE - 


PONTYPOOL - 


Phone 10 


London Office: 
E. J. WILLS - 118 FLEET ST. - Phone CEN. 2715 4571 


mt BREGON a 
RADNOR EXPRESS 


Unrivalled in the 


Two Counties 


Ete 


6. FLEET ST.EC4 
CEN 2715/4571 


BANER AC 
AMSERAU 
CYMRU 


NNER AND TIMES 
ee “a WALES 


The NATIONAL weekly 

circulating amongst the 

whole of the Welsh- 
speaking community. 


The 
NORTH 


WALES 
TIMES 


The Family Weekly for 
the Northern Counties 


sy 


LONDON OFF 
18 FLEET STREET, §.C.4 
(E. J. WILLS) 
CENtral 2715 & 457! 


THE 


"LANEY MERCURY” 


Llanelly 
Coal 


and 


The main industries of 
are Steel, 


together 


Tinplate and 


with them ancillary 


supplementary industries 


The Llanelly 
Industrial 
tricts 


Mi reury 
and 


covers the 
Dis 


population 


Avricultural 
which have a 


of over 70.000 


Fssentially a family newspaper, 


it has become a domestic institu 
tion, which is read carefully and 
with deep 
District 


special 


interest, having by its 


Welsh 


anneal! to 


and news a 
the 


bilingual population of the Area 


vast 


If your products or services will 


henefit this area, you can do no 


better than advertise in the 


"TLANELLY MERCURY” 


42/44 MARKET STREET, 
LLANELLY, CARMS., 


Tel. Lianelly 1000 and 1001 
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What are they up to TODAY? 


DAILY 
MIRROR 


“an, (? 
ny 


a 


The grow 

ing ten 
dency for 
Rew s 

papers to 
become 
like maga- 
zines is 
clearly 
seen by 
this high 
lighting of 


OCIAL historians of the 

future will get a lot of 
quiet, academic fun out ol 
present-day advertising. Pro 
vided they can understand the 
dialect they may also get 4 
clearer picture of certain social 
influences, such as the twin 
forces of Anxiety and Escape, 
which many of us take for 
granted or do not notice at all 


Might they not, for instance, 
correlate the increased national 
consumption of aspirin) (which 
has doubled since 1939) and the 
promotion of Britain’s top-circu 
lation daily newspaper solely on 
the strength of its strip cartoons?’ 
Might they not consider the 
tinted-spectacle policy of Picture 
Post alongside the incidence of 
duodenal ulcers? 


The growing tendency for news 
papers to become like magazines 
and for magazines to become 
more and more desperately 
“popular,” is naturally reflected 
in their promotion and advertis 
ing. The decision of the Daily 
Mirror to design a poster showing 
the stars of the strips (including 
Jane stripping) was very likely 
based on careful reader research 
If that is so, the answers to the 
relevant questions must have 
proved illuminating, particularly 
where Jane was concerned 


In any event it was a wise deci 
sion, and however symptomatic 
this poster may be of a literate 
society which won't read, it is 


STANDS FIRST 
AND FOREMOST IN TOWN 
AND COUNTRY 


the strips. 


likely to bring joy to the circula 
tion department, 

[he poster itself is well 
handled. The artist has arranged 
the blown-up cartoon drawings 
flectively and the wording “What 
are they up to to-day? Start 
with a smile at the strips” is a 
suitable welcome to the dream 
world. 

Other circulation - getting 
posters | have seen recently fol- 
low more conventional lines: My 
Golden Days and Nights by 
Georges Carpentier (Sunday Dis 
patch), Bradman on the Tests 
(Daily Mail), and The Woman in 
the Box (Evening Standard crime 
series). | wonder if in the long 


Fun for social 
historians 


run this bread-and-butter — stuff 
may not sometimes prove more 
profitable to the proprietors than 
cheesecake, and less taxing to the 
editoria] staff than permutations 
(if not combinations) on the bust 
and thigh. 

Jane of the Mirror is of course 
a national institution and a nice 
girl. That is the secret of her 
success. She loses her clothes, 
falls head over heels, gets caught 
in a gust of wind or drenched to 
the skin but always through sheer 
misfortune. She is therefore an 
advertisable mass-market product 
that is acceptable in practically 
every British home. It is to be 
hoped that Picture Post, in devel- 
oping their racy editorial policy, 
will employ as sound a formula 

* * 


HE aforementioned social! his- 
torians might well ponder 
for a moment the poster which 
exhorts us to “Buy Fillets,” and 
which adds by way of a tempting 
bait “All fish and no fuss.” At 
least they will be in a position to 
view this appeal in its proper 
perspective 
Bearing in mind the ancient 
Victorian fallacy that all fish are 
best cooked on the bone, they 
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STUART LEWIS says some of a 
today’s posters will provide 
‘ 


Fish without tears is the theme 

of the poster from Pritchard, 

Wood & Partners for the British 
Trawlers Federation Ltd. 


will be able to compare the pre- 
sent promotion of filleted fish 
with the fish-eating habits of 
their own enlightened’ times, 
when slot-machines will doubtless 
disgorge a handy fish-pill tasting 
faintly of Sole Normande. 

The appeal of this poster, then, 
is well in keeping with the 
modern trend of eating in this 
country which is to reduce the 
fuss practically to nil, without 
regard to gastronomy. The 
thinking is sound. 

* * ¥* 
IKE almost every other busi- 
ness advertising has its 
fashions, quite apart from its 
long-term trends. Just now, for 
instance, all the best Underground 


This neat before-and-after tube 
card executed by Erwin Wasey is 
an example of the versifying now 
fashionable in the poster world. 


And faoes once ‘020m now beam with delight; 
The verdict is ‘fine’ - it's a definite sign 
That the drinks are supplied by 


Vsctoria Wine Co. | 


‘pat 


TEMPLE BAR 2468 


ows oF OVF 
yaks ~ 


Pea ujolats 


9) aie 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


General Manager: G. L. McLELLAN 
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salesman who can be 


in 100 places at once 


He can be here, there and everywhere, when you 
advertise on posters. Where people live, where people work, 
where people shop—delivering your message. 


A representative display is seen 10, 20, 30, 40 
and more times each week. This way it has been proved 

that you make a telling, selling impression on no less than 80°, 

.of the adult population! If you have business in the Mills & Rockleys 
Region, there is a network of well-designed, well-placed sites, 

and several watertight areas in which you can carry 

out accurate merchandising and advertising test campaigns. 


ree, 
MILLS & ROCKLEYS planned poster advertising 


(en nee ar \EA AD -eaeen ye ee 
- Mahala! hal cdbalr he fahihi hil aba, POSTER DISPLAYS IN AND AROUND 
| Bristol, Cambridge, Cheltenham, Coventry, Derby. |)oncaster, Gloucester, 
Hull, Ipswich, Leicester, Luton, Mansfield, North.» pton, Norwich, Nottingham, Oxford, 
Peterborough, Taunton, Torquay, Weymouth, Wor. :ter and 1§0 other towns 


MILLS & ROCKLEYS LTD ~- at QUEENS ROAD =» COVENTRY 
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MANCHESTER 


the well-to-do Metropolis of the North 
offers Advertisers the choice of 


3,00 


PREDOMINANT 
POSTER SITES 


with a complete coverage of the City 
and wealthy “dormitory” areas ; 
— and a Service second to none! 
_ 


\ 


MANCHESTER POSTER SERVICES Lrp., 


\ 27, 29, 31 Bootle Street, Deansgate, Manchester 2. 


Telephone: BLAckfriars 9211 (3 lines) 


are all 


and leap to the 


= 


School 
Self-taught 


By 
Matlack Price 
and A, Thornton Bishop 


This book, by 
American 


two accomplished 


artist-teachers, provides a 
comprehensive introduction to almost 
every branch of Art 
the book 


includes” the 


The first part of 
Fine Art’ and 
History of Art Art 
Appreciation, Drawing, Colour, etc 
The part is 
Professional Arts™ 


deals with 


second devoted to the 
and covers Design 
im general, 
Typography 
Design, 


Advertising Lettering 


Photography Industrial 
Decorative Painting 
Design, and Fashion A magnificently 
produced and illustrated book A mine 
of information for every art student 


40s. net 


Parker St.: Kingsway London: W.C2 


Interior 


Our modern sites 


“ 3-D ” 


customer’s eye. 


PADDINGTON 0186/7 


HENDON BILLPOSTING COMPANY 
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@ Stuart Lewis on posters 


continued 


trains are displaying humorous 


semt-humorou quasi 
humorous rhymes 

Certainly t » the Inte: 
national Wool Secretariat which 
set the stvle and stablished the 
mode with their scintilating his 
torical skits. However, just 
fashion-conscious 
suburbs get rapidly 
next-Dior sO. - passengers 
London Tr insport) are now 
coming used to woolly, or strictly 
speaking, wool-substitute 


as the 
idics of the 


around 


VCs 
A CONNONSCUT th 


He wanted 


every nay 
work 
and play 
way 
Bonsou 
Commenced at once to 


shurts for 


The salesman who 


wise 


culogise s 
Mavbe | am a crashing snob 
but I just couldn't 
at that word “commenced,” 
ticularly since began” would 
have suited the simple metre 
equally well. Looking smartly in 
another direction | caught sight 
of a new contribution from that 
old and venerable versifier Every 
hody's 
A story or two a 
view point that's new 


help boggling 


par- 


ASITE 


\ FOR SURE EVES | 


1S 


x * 
nee Ne we em 
‘ve . 
= ee me 
‘ 


£5 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER county 


POSTER ADVERTISING 


ASSOCIATION 


“mn Wi 


DENMARK’S NEW 
POSTER SCREENS 


Unlike most larger — cities, 
Copenhagen is almost void of the 
usual lively colours created by 
poster displays. For Jong the city 
authorities have been very 
cautious about such shows. They 
have now decided that the poster 
pillar, which had been the 
concession to advertisers. ts 
obsolete and should be 
by a device 
similar to an 
place screen 

The new favour 
able comments in the press when 
they were placed in a few pos 
tions on the during the 
course of an exhibition organised 
by Danish illustrators 

All the posters suffered distor 
tion when pur on the old pillars 


sole 
now 
replaced 
which looks very 
old-fashioned fire 


screens drew 


streets 


and those at the top could not be 
read with ease 


World 


situation 


{1 vlance at the 


Its bright and unique ; 
only 4d a week 
For hours of complete 
relaxation 
Although it 1s doubtful whethe: 
any schoolmaster would pass the 
rhyming of the second = and 
fourth lines, this innocent jingle 
has a certain old-world charm 
which is Shared by the neat 
hetore-and-after story of the 
Victoria Wine Company 
The well chosen, 
the menu is right 
4nd faces once 


vuesls are 


frozen now 
heam with delight 
The verdict ts “fine wsa 
definite sign 
That the drinks are supplied 
hy Vic toria Wine 
All these verses have one thing 
in common the naive quality of 
the broadsheet. Any one of them 
might have been composed by the 
author of that classic containing 
the immortal lines 
dlong the electric 
came, 


wire the 
INESSULE 
He is not better he is much 


the same 


a 


sai 


Above 


SCTECHS 


the new poster 
Below an old 


display 
pillar. 
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| ARE YOU SELLING 
For sites worthy A SHOE 
A CEREAL 


of your poster A FOUNTAIN PEN? 


These are but three of a number of products which 
Consult would find Poste’ Advertising a most profitable 
medium. Apart trom being an economical form 
of publicity it enables the advertiser to avoid undue 
competition and !i:s been proved one of the best 


heffield means of popularising various products. 
Nemieids Sheldons with their 112 years’ experience in plan- 
ning Poster Camp.igns can give you the best pos- 


sible advice on the use of Posters for national 
advertising or to develop an area. 


Publicity House, Cornwall St. Your inquiry incurs no obligation. 


SKeldons Itd 


Phone: Central 378 4- J I stablished 1840 


SHELDON HOUSE, QUEEN ST., LEEDS, 1. 


Birmingham 


— SCE TE 


When covering the Industrial Midlands — 


You can’t afford 
to neglect 


including 
Stourbridge 
Rowley Regis 
Brierley Hill 
and Districts 


eee MLL 
\ 
MAMA NNN 


coucaaradbbbadad 


: Wie The besk poster sites in Dudley are controlled bys 
é WHITEHOUSE & SON (ovoiey) LTD. 


KING STREET DUDLEY, _ ‘PHONE * DUDLEY (2077. 
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copies, 


....and now in Sweden 
A. & A. Magazine nett 
sales exceed 2,000,000 


Frank L. Crane 


Silk Screen Printing 


DISPLAY 


SHOWCARDS 


POSTERS 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET W.! 


EASTWOOD STREET, S.W.16 


Tele: GROSVENOR 8711 


Works 


Tele: STREATHAM 4595 


Mechanieal World 


AND 


ENCINEERINC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO LTD 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C 4 
MANCHESTER OFFICE: 3! KING STREET WEST, MANCHESTER 3 


phone Strand Litho. 


-Consistent High 
A SPEEDY RELIABLE SERVICE 


For “ Multilith’’ and Rotaprint Users 
The only kind of speed that our customers are H O 
interested in is SPEED COMBINED WITH RELIA- P E 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, 
friendly, personal attention to every detail... 


MW |4 


Quality with- 


TERMINUS 
2691/4 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD 


Publishers Despatching Service 
Books, Magazines, Circulars, etc 
Folding, Inserting, Packing, Wrapping 
Mailing, at Keen Prices 
A speedy efficient service under 
strict supervision 
Contract work undertaken 
PUBLISHERS MAILING SERVICE 
9 Stamford Street, London, S$ E | 
Waterloo 3971 


LONDON S.Ct 


Rathbone 


7 ADVERCRAF 


for SIGNS and 
SIGNWRITING 
of Satisfaction 


25 years sound experience 


5 NEW BRIDGE ST., LONDON, E.C.4 
Telephone CiTy 4815 
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Export Marketing Special... 


U.K. firms 
TV scope 


by JACK SWAAB, head 


Jury 16, 1953 


.. South America 


investi gate 
in Peru 


of overseas department, 


Foote, Cone & Belding Ltd., who recently visited Latin- 
America to survey the market. 


FIER the raging commer 

cial seas of Caracas, Lima, 
capital of Peru, is like a lagoon. 
Although not without wide 
modern avenues and buildings, 
it still retains much fine Spanish 
colonial architecture in tra 
ditionally narrow streets. 

Peru is prosperous, and largely 
by virtue of oil, cotton and an 
immense range of minerals, the 
So] remains a hard currency. The 
social hierarchy is of old Spanish 
stock and about two-thirds of the 
populace of Indian or mixed 
origin. Hliteracy is high—possibly 
over 70 per cent-—and reflected 
in the smal) press of the country 
consisting of three or four 
national dathies and about 20 
small provincials, with a total 
circulation of some 400,000 for a 
population of about eight million. 

Lima has 14 commercial] radio 
stations of which only three or 
four are really important, and in 
which the larger newspapers have 
an interest. There are also a large 
number of outdoor signs and a 
good quota of neon lighting. 1 
was reminded sharply of the 
battle of Trafalgar Square by 
similar restrictions the local 
Ministry of Town Planning is try 
ng to impose on the Plaza San 
Martin. Nothing new even under 
the South American sun, it seems 

The shop. of Lima are small 
and modest and though there are 
a few ultra modern and lavish'y 
filled department stores, there is 
not the abundance of large wash 
ing machines and miles of 
chromium which are such a fea 
ture of Caracas 

Television has not yet reached 
Lima though I heard whispers 
that British firms are interested 
in developing the market. British 
cars seemed to be fairly well 
established 

Advertising is best described as 
naive. There are no really good 
local magazines to stimulate a 
demand for artwork of British 
standards. With only the limited 
reproduction § facilities of the 
newspaners available. much of 
the artwork is unambitious and 
rather feeble 

About a dozen advertising 
agencies exist, but only four or 
five are genuinely efficient—or 
devoid of ties with local media 
such as tram signs. I believe 
this situation is improving and 
that a few of these agencies are 
beginning to understand and 
give real service. They face an 
uphill task on the processing 

side and several are now im 

porting founts of reproduction 


pulls to avoid the limited selec- 

tion offered locally 

From Lima | flew down the 
spectacular coast line to Santiago, 
South America’s fourth largest 
city. 

A traveller from England to 
Santiago quickly begins to feel at 
home. The weather ts (usually) 
perfect, with a coo! breeze from 
the Andes in the evenings, the 
populace has a large European 
clement and the currency ts soft! 
Imports are now severely 
restricted, partly to protect local 
industries which have been greatly 
expanded since 1939, but mainly 
because of the increased manufac 
ture of synthetic nitrates. This ts 
robbing Chile of her best export 
products—-about 80 per cent of 
the total and resulting in an ad- 
verse trade balance. Drilling for 
oil has been successful since the 
end of the war, and production 
is steadily rising 


Only a few 

local agencies 

In contrast to her northern 
neighbours, Chile 1s highly liter 
ate -over 80 per cent of her six 
million people read and write. 
Over 100 newspapers are pub 
lished including the oldest in 
South America, El Mercurio 
There are also a number of well 
produced magazines, both of 
genera] and specialised appeal. 

Over a dozen large commercial! 
radio stations function in San 
tiago alone. There is no sign yet 
of TV though my impression was 
that the demand is definitely there 
and | heard that, as in Lima, one 
or two British companies are mak 
ing investigations As Chile ts 
currently concentrating on essen 
tial imports only, however, the 
situation is probably not encour 
aging. 

The advertising agency situa 
tion is also not particularly en 
couraging. There are few local 
agencies fully equipped to carry 
on foreign business and the most 
efficient generally appear to be 
branch offices of American firms. 
There are one or two geared for 
complete service. ; 

International media are widely 
read in Santiago (in contrast to 
Buenos Aires where they are 
nearly al] banned) and can do a 
good job, particularly for adver- 
tisers of heavy equipment, indus- 
trial machinery. ete. 

There is probably nowhere in 
South America where the general 
British approach to advertising is 
more suited. But it would be un- 
wise to do without local guidance, 
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British link develops 


advertising services 


in Venezuelan market 


RITISH knowledge and 

quality standards are be- 
coming a major factor in the 
development of a full range of 
idvertising services, including 
radio and television, in 
Venezuela. 

An important move in_ this 
direction was made three years 
ago when Colman, Prentis & 
Varley opened an office in’ the 
republic 

It was soon realised, however. 
that the best operating method 
would involve teaming up with 
a well established Venezuelan 
advertising agency and so com 
bine British knowledge and ex 
perience with local thought and 
influence They were fortunate 
in discovering a purely Vene 
vuclan firm on the look-out for 
the very services C.P.V. could 
supply. In this way the merger 
with the Corporation Publicitaria 
Nacional came about, 

Since then L. B. Cort, manag 
ing director at Colman, Prentis 
& Varley Export Ltd... and a 
director of C.P.V., has paid regu 
lar visits to the Venezuelan unit 
and continual help and advice has 
flowed along from the U.K 

At the time of the amaigama 
tion C.P.V. were handling Vene 


Venezuela, Leslie 
Cort and his wife are greeted by 
Misys Unity Urquhart, daughter 
of HM. Ambassador in Vene- 


zuela 


{rriving in 


Zuela’s largest beer 
several important 
assignments; C.P.V. brought in 
their Venezuclan accounts and 
their world-wide network of ser 
VICES Known as Corporacion 
Publicitaria Nacional, C.A. Y 
Sus Asociados Colman, Prentis & 
Varley (Corpa) the joint under 
taking has been running since 
19582 Staff from the London 
office of C.P.V. went out and ex 
pansion has been notable 

This Venezuelan-British venture 
handles for Shell the only live 
radio show in the country nor in 
terspersed with commercial an 
nouncements. It also provides a 
full service of commercial spots 


account and 
Government 


ind live or recorded broadcasts 
for chents 

\ big advance in this connec 
tion will be the organising of 
their own recording studios. All 
Venezuelan recordings have now 
to be carried out at the radio 
stations, Using their own studios 
Corpa will be able to operate 
more cheaply and at the same 
time have every phase of record 
ing under their own control. The 
use of the studios will be offered 
service to others. 

Necessary equipment and tech 
niclans are en route from Britain 
and the hope is that the studios 
will be in full working order 
within three to four months 

As to TV, commercial services 
are on the brink in Venezuela 
and Corpa have a department 
tully organised, ready and waiting 

In the field of press advertising 
the claim ts that Corpa have the 
best commercial art studios in 
South America—certainly — the 
best in Venezuela. Two of the 
chief designers came in from the 
London office of C.P.V There 
is also a display department 
equipped to take up all aspects of 
window, point-of-sale, exhibi 
tion, and constructional work 

Presided over by an English 
man, the publication department 
produces, among other items, a 
top quality 60-80 page inte! 
national quarterly for Shell which 
is widely regarded as the best 
prestige country 


as a 


organ \in’ the 
Also from this department comes 
a monthly rotogravure in the 
Picture Post style for the upwards 
of 17,000 emplovees of Shell. For 
both publications Shell provide 
the editorial matter 

The need for accurate market 
research «is felt to be very 
urgent and the executives of 
Corpa are actively studying the 
formation of a department to 
take over the work so far per- 
formed by no other organisation 
in Venezuela 


l'rance doubles ad. 
expenditure 

\ study of advertising 
France is being published by 
evening newspaper Le Monde 
is indicated that the total amount 
spent On advertising during the 
past two years has doubled 
From Frs. 34 milliard in 1950 it 
reached 60 milliard in 1952. The 
most important share went to the 
press 

A Government mission, headed 
by Pierre Georges Bastide, vice 
president of the Federation 
Francaise de la Publicite, has 
recently been in the United States 
studying American advertising 
methods and market research 


ADVERTISER'S WEEKLY 


Buyers’ 
Market... 


This face — the face of a lady 
buyer in the fashion trade—was 
used in one of the series of advert- 
isements produced by the Tibbenham 
Team for the Wholesale Textile Associa- 
tion. Here is the human angle at work. 
Appealing. Interesting. You feel you know this 
woman. That is how personality works in advertising. 
The power of personality is a great force in selling 
—talk it over with 


TIBBENHAM PUBLICITY LTD. ? YOUR PRODUCT IN "ny, 


HOLBORN NDON 
1 clephone 


WC. 


Holborn 8074 (3 lines) 


HOLD THE BUYING POWER OF 


QO 


FAMILIES 
EVERY WEEK 


ILLUSTRATED 


LEICESTER CHRONICLE 


LONDON. CPR CRANE 44 FLEET ST, EC4, TEL. CEN 6820 


Studio Seven 


Limited where the 
eypervence, hi wtledge and laters I 
a lean of ra rl0wng arliale, McHigHerd 


and cO--4 WI IS GO alo CUNY, fob o 


tee adores 4 47 RED LION ST. W.C.1 HOL 93578 
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THE BRITISH PAPER BOX AND CARTON DESIGN COMPETITION 1953 


Write or telephone today for your 
ENTRY FORM 


aa The Competition Secretary, British Paper Box 
Federation, 27 Chancery Lane, London, W.C.2. 


(Telephone CHAncery 6001). 


Classes for Rigid and Cylindrical paper board 
Boxes and Cartons in use now, completely new 
designs, or original designs by Students. 
(Students’ prizes £10, £5 and £2 10s. for Ist, 2nd 
and 3rd in two main classes). 


CLOSING DATE FOR ALL ENTRIES 19TH SEPTEMBER, 1953. 


A contest to improve British Packaging Design 
for Home and Fxport Markets. Organised by 
The British Paper Box Federation and The British 
Carton Assoc., in co-operation with The Council 
of Industrial Design, The Society of Industrial 
Artists and The Institute of Packaging. 


PRINTING 
by CRAFTSMEN 


FOR THOSE WHO APPRECIATE A 
“GOOD JOB" AT COMPETITIVE PRICES 


PHOTO - LITHO 
LETTERPRESS 
BRONZING - ETC 


* 


WE SPECIALIZE 
BROCHURES 


IN COLOUR LABELS 
SHOWCARDS Er. 


ALF BOLTON 


VAUXHALL ROAD - LIVERPOOL 3 


TELEPHONE - CENTRAL 3566 


| sailing. 


132 


JuLy 16, 1953 


CXMMERCIAL ARTISTS’ PORTFOLIO 


AHRENS 


IFE in commercial art 
: began for Ahrens when he 
was tea-boy in a studio. That 
he is now attached to the 
Forum Art Service and is 
carrying out a variety of illus- 
trative work can be attributed 
to a lack of love for the 
culinary arts. He took to free 
lancing. 

He has done line-drawings and 
sketches for Lilliput and World 
Digest along with a mass of 
character drawings for general 
advertising. His speciality is line 
work made distinctive by econ- 
omy, lightness and gaiety. Apart 
from his assignments with Forum 


Tougher and more realistic types 

may be on the way in advertising 

copy. Ahrens is all ready to meet 
the demand. 


Art Service he is currently work- 
ing on strips and illustrations for 
children’s adventure stories. 

Among advertising agencies 
there is a growing feeling that 
glamour girls and the smooth, so- 
called “Mayfair” type are too 
frequently used. Tougher and 
more realistic models are going to 
enjoy a fashion it is thought. If 
so, the trend wil! go in a direction 
wholly in favour of the kind of 
artwork Ahrens can distinctively 
carry out. 

Now in his very late twenties, 
he has had a varied and adven- 
turous life. Within the snace of 
a few years he has been a long- 
distance walker and mountain 
climber. He has even seen a 
spell before the mast in coastwise 
Snecialising in character 
parts he has acted jin South 
Africa. 

This range of experience shows 


through in his drawings which 
constitute a commentary on life 
and humanity “The proper 
study of mankind is man” said 


Part of a cover design executed 
hy Ahrens for a brochure issued 
by Ditchling Press. 


the poet and Ahrens is in agree- 
ment for it is pre-eminently the 
human asnect which _ interests 
him. The approach is universal 
for he can see and denict the 
strange half-god, half-beast 
qualities of the human race. 

While his treatment is warm 
and humorous the lash of satire is 
never far away. Usually, how- 
ever, tolerance and humour miti- 
gate the sting. 


Drawn for World Digest, this 

study of Toulouse-Lautrec is an 

example of straight portraiture 
from Ahrens 
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...or stands 
on its own 


THE BROOK PROJEC- 
TOR will fit neatly into 
your exhibition or show- 
room plans, occupying only 
3 ft. x 2 ft. 9 ins. floor space. 
It shows up to 40 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is obtained, with high 
quality sound reproduction. 
The equipment is available 
on hire or for sale. 

Please write or ‘phone for 
further information. 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD «- LONDON - SWI9 + TELEPHONE LIBERTY 429! 
An associate of the Film Producers Guild. 


S16 | 


Daan the 
3-D man 


5 
34 The printing of 


PERFECT 

ROUNDNESS 

IN SPACE 
by the 


Roye-Vala 
three-dimensional 
process 


is exclusive to : 


Hl. CLARKE & CO. (Lonpony LTD. 
36-46, NEW INN YARD, E.C.2 
Telephone: SHOreditch 6281-3 


‘Old England’ shirts 

are well known for 

quality —but their well- 

known trade mark, too, has had its part in 
establishing their popularity. In using name 
and trade mark on their box covers, this manu- 
facturer—and many others—puts both to 
work at the very point of sale. A Sanderson 
Signature paper does it—why shouldn't it do 
the same good job for you? Ask your box- 


maker for details. 


SAVDERSON MAKE 
— ty ature Pa pero 


I KS STREET, LONDON, Wit. 
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Largest Net Sale in Kent 
_ KENTISH TIMES — 


SERIES OF WEEKLIES 


Eight papers 


circulating 
residential and industrial territor 


in the prosperous 
of North West 


Kent. Intensive coverage in BROMLEY, SIDCUP, 


CHISLEHURST, 


ELTHAM, 


ORPINGTON, 


BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


80,471 


NET SALES A.B.C, 
FOR YEAR ENDING 31 DEC 1952 


Head Office : 
Times Buildings 
Sidcup 
Tel, FOOtscray 1155 (4 lines) 


London Office : 
Bank Chambers 
329 High Holborn, W.C.| 
Tel. HOLborn 2730 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 

est Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-78 
London: George Jackson, 
Clifford’s Inn, E.C.4 HOL Mii 
Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 


THE 


WELLINGTON JOURNAL 


SHREWSBURY NEWS 
NET SALES 50, 134 weekcy (A8.c.). 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CEN¢rai 2626) 


MERCURY (Words of Wisdom) 
DAILY CALENDAR’ PADS 


with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


fact photography 
advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON Z0O0 


26a BREWER STREET, W.1 
GERRARD 6665 and 5868 


134 


Outside London 


Demand increasing 


for full-page ads. 


ITER so many years view- 
ing each advertisement 
problem through the reducing 
glass, provincial papers find 
themselves faced with a grow- 
ing demand for bigger spaces 
Some of the full page advertise- 
ments indicate how much many 
of us need to brush up our tech 
nique On the art of filling space 
In quite a few full page an 
nouncements type meanders 
lamely through lush meadows of 
marginal white: or else text js so 
crowded that the page resembles 
a wine list or a telephone direc 
tory But there are exceptions 


For the first time 
1940, — the 
Crovdon Advertiser 
series Carried re 
cently a full-page 
advertisement in 
all seven papers 
It was for Trojan 
Ltd., the Croydon 
motor truck and 
engineering firm, 
and it is here re 
produced as a fine 
example of how a 
full page advertise 
ment can 
maximum impact 
Ihe layout gives 
plenty of “air” but 
no waste. 


since 


achieve 


[Though _ the 
booking was mide 
in May the eariiest 
issue in which the 
space could be ac- 
commodated = was 
July 3. At the end 
of February every 
available inch of 
display space for 
trade 
nouncements in the 
Croydon Advertiser 


and an orem 


PRODUCTS of CROYDON 


By WILTON EVAN 


one-inch single column “business 
card” advertisements from 96 
local firms, massed to form the 
dark background to the white 
Cross of St. Andrew. An attrac 
tive informal portrait of Her 
Majesty, reading, was superim 
posed on the centre of the cross 
with the message “Loya] Greet- 
ings from Local Traders—June 
29, 1953.” 


The layout was visualised by 


the advertisement manager, John 
Henderson, and set up from stock 
material in the newspaper's case 
Interesting is the fact that 


TROJANS ror WORK 


room 


f 
, 


4 TROJAN LIMITED 
ee. CROYDON, SURREY 
: + 


(neTeem oeee 


was booked = for 
six weeks ahead, and = 12-page 
issues have been maintained 
weekly. It is still necessary to 
book a month in advance to 
guarantee imsertion 

Eight half-page advertisements 
have been carried since the begin 
ning of the year, and because of 
the increasing demand for larger 
spaces it has been decided to offer 
large solus positions on page § 
throughout the series on specified 
dates, beginning in September. 

July-December 1952 A.B 
figures for the series was 74,271 
Present weekly sales exceed 
77.000 

* ” * 

One OF the cleverest composite 
advertisements | have seen for 
some time formed the centre 
double spread of The Motherwell 
Times, June 26 issue. Inspired 
by the impending visit of Her 
Majesty the Queen to Motherwell 
three days later, it consisted of 


the canvass for the advertisements 
was carried out entirely by phone. 
* * * 

SPONSORED by the Newcastle 
Journal and the Evening Chron- 
icle the North-East Ideal Home, 
Trades and Industries Exhibition 
on the Town Moor, Newcastle, 
will cover a 4$ acre site for 15 
days 

It wil] be the biggest and most 
ambitious event of its kind ever 
held in the North-East, and some 
400 exhibitors will provide a spec- 
tacular cross-section of the indus- 
trial, commercial, civic, social and 
recreational life of the area 

There will be scores of working 
models, demonstrations and dis- 
plays, and a special] attraction for 
women will be fashion shows 
which London mannequins will 
put on three times daily. 

They will be staged in an elab- 
orate 1,000-seat theatre—one of 
the many astonishing features of 
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BRIGHT IDEAS DEPARTMENT 


@ Hikt'’s a new line in keyed @ What does ai “coming 
advertisements Readers of event’ rate? A 2 inch single? 
the Wellington Journal and Not always, if handled cor- 
Shrewsbury News were offered rectly. A motor racing meet- 
10s. off any down quilt pur- ing organised by the Eastern 
chased from a local furnisher, Counties Motor Club was pub- 
conditional on their producing ticised by a full page an- 
the firm’s advertisement from nouncement in the East 


: 

4 

the Journal. Anglian Daily Times : 
@ Is there any advertisement © Two pages of aids to sum- 3 
revenue in snack bars? Well, mer holiday beauty in the ?¢ 
the Blackburn Times pro- Southern’ Daily Echo were 
duced a composite half-page well supported by display ad- : 
when a new snack bar opened vertisements : 
n the town. Among the @ “Chats with the Doctor” an 

traders supporting it were editorial feature in the Bolton 
those who supplied the over Journal and Guardian \s prov- ¢ 
alls, the linoleum, the sum ing a good “island” for patent * 
blinds and the plumbing. Medicine advertisements : 
. 

; 

: 


POORER EERE EERE EEE EEE EE EEE EEE EEEEEEEEEEEEES HEHE EEE EEEEEEEEEEEEEEEEEEEEEEES 


the biggest “canvas town” ever of continuity in advertising has 
set up been firmly implanted. Incident 
Every aspect of the work of ally. the four-column heading, 
the district will be featured and = depicting two local landmarks, 
special emphasis will be given to.) was drawn by Mr. Blagbrough. 


the great part the Tyneside area Recently ADVERTISER'S 
has played in the national export Weekty drew attention to the 
drive. “Campaign Books” of Associated 
* * * British Pathé Ltd. These include 
Evipence of the increasing use 4 composite page advertising ser- 


which weekly papers are making vice, providing a banner heading 
of photographers was provided = and title block for a number of 
by the Manchester Weekly News- films. I now find that Mr. Blag 
papers in their Coronation issues. brough had already taken advan- 

Ten photographers covered an tage of this service. In a recent 
agerevate of 300 miles in four issue of his paper a number of 
hours to get their pictures of advertisements introduced — the 


local celebrations during the — words “Top Secret” into their dis- 
Coronation festivities. play copy The point was driven 

The result of their efforts? home by an advertisement of this 
There were 88 Coronation pic- Associated British film in” the 


tures in the Manchester City same issue 
News; 71 in the Stretford and 


Urmston News; and 68 in the Another example of 
Wythenshawe Recorder —a total ‘ ’ 

of 227 Coronation pictures for the blurb 

the Group’s three papers. SO MUCH interest was aroused 


In addition the three papers  5¥ the extracts published recently 
carried a total of 68 miscellaneous Of the editorial around which 
pictures covering the week's composite pages were built that 


genera! events. readers are sending a minor 
Ihe presses were adapted to avalanche of similar efforts. 
produce eight pages in red and Cradley Heath 1s the shopping 


hlue on white magazine paper in centre where value and courtesy 
each of the Group's three 32-page 18 assured, states the County 
issues Express for Worcestershire and 

Despite the extra effort jn- Staffordshire. Here is a sample 


ADVERTISER'S WEEKLY 


‘nequalled in Kent 


= NA BBS ene sue 
Associoted Kent Newspapers 


10 High Street, Chatham (Chatham 2213) 


9 Newspapers 
| Order 

3 Stereos 

| Account 


ito 
Accounts Office 


Advertisement Representotives 
W. Player, Led., 30 Fleet Screet, E.C 4 
(Central 2786) 


CANNOCK — 


ADVERTISER 


CANNOCK CHASE forutarion 


STAFFOROSHIRE 


+ 
| 
; 
+ 


—“_— 


q. Sure 


HOME COUNTIES 
NEWSPAPERS GROUP) |, scarsonouc mercury 


volved in every department, all 
the papers went to press at the 
normal times 

And effort was followed by 
results. The all-time record sales 
approached 60,000 copies 


Selling the idea 
of continuity 


Nor CONTENT to rest on his 


laurels, A. Blagbrough, advertise 


ment manager, Whitley Bay and 
District Weekly Guardian, whose 
hotel and boarding house feature 
1 praised in February, has since 
had another bright idea. It was a 
“Good Value Guide,” embodying 
24 advertisements from local 


traders. What's new in that? 


hear you ask, Only that space has 
in every case been sold for a 
period of ten weeks (the “solid” 
part of the holiday season). Also 


the advertisers are mainly 
“casuals.” 


Now they are launched on a 
ten weeks’ campaign, and the idea 


of the copy on which a well- 
supported advertisement is based: 

“Once a quiet rural settlement 
of fields. orchards and _ pools, 
Cradley Heath to-day is a busy 
and thriving Black Country town, 
which, over the last 100 years, 


has earned the tremendous repu- | 


tation as being a shoppers’ para- 
dise, where bargains can be had 


by the dozen, where the best value | 


can be had for money 


“For this small Midland town 
is essentially a working man’s 
Bond Street, Mayfair, and Strand 
all rolled into one Yes, 
within a radius of perhaps less 
than 100 yards, housewives, the 
man who wants a paint brush, 
gardening implements, clothing, 
nails Or any mortal need, can be 
satisfied in next to no time.” 

Journalists may fume, copy- 
writer, writhe. My guess, how- 
ever, is that the supporting adver 
tisers liked it immensely. 


And for whom was it written? 


COMPRISING 


Beds & Herts Saturday Telegraph 
Beds & Herts Pictorial 


Leighton Buzzard Observer 
Bletchley District Gazette 


“*. 45 /- 


TRADE 
FLAT 
RATE 


WILL KITCHEN, jr. LT 
131 Fleet Street, E.C 4 Cx 


oo | |SILK SCREEN ARTS LP 


MANCHESTER STREET, \UTON 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS / 
Gilder CRAFTSMANSHIP DELIVERY 


Advertisement Manager 


} ihe ef . 
SCARBOROUGII 
and 

District Newspapers 
| SCARBOROUGH EVENING NEWS 


BRIDLINGTON FREE PRESS 
A.B.C. 41,616 


Covers agricultural districts and 


holiday resorts of N.E. Yorks. 


NORMAN SMALE 
| | 92 Fleet St., E.C.4. CENtral 8209 


97 SHIRLEY ROAD CROYOON 
ADODISCOMBE 3148-8 


| SDAY-OLO”? printers 
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ADVERTISER'S WEEKLY 


A “doubie” tor 


BREPORTING on a newspaper 
J. B. Fitzpatrick 


that went into liquidation before he 
was 15 was J. J. MeCann’s introduc- 
NOTABLE “double” was chalked tion to the publishing business. He 
up by J. B. Fitzpatrick at the meet- Started work aS a junior reporter on 
ing of the Fleet Street Column Club the Freeman’s Journal in Dublin 
Golf Circle at Addington, when he and in December 1924 it “folded.” 
_— Reg <i ce a Taking this in his stride, Mr. 
’ yak wi * 1 
somreemnee in the afternoon, Golf ts McCann began to gain experience in 
his main recreation. He is a mem- 4% Variety of free-lance work for the 
next 16 years, 

assistant sal His capacity for organisation was 
Theatre Publicity, Ltd recognised when he was named 

and has been secretary of the Wireless Trade 


her of the Wimbledon Park Club 
Mr. Fhitzpatrick is 


manager of 


in the adver Association of Ireland in 1940, and 
tising filn from that time on he was “Mr. 
business = for Wireless’’—an activity which culmin- 
the past five ated in the foundation of Radiv 
years. Last Review in April 1946. Despite the 
year he was gloomy predictions of his acquaint- 


resp onsible ances, within a very short ume he 


for the amus- built the periodical into Ireland's 
ing film of national radio weekly. He recog- 
the Two nised the public interest in spon- 


Freds Cricket 

Match at 

Hurlingham. 
During the 


sored programmes and, as soon as 
Radio Eireann schedules were ad- 
jusied to provide time for sponsors, 
Radio Review was on the air, and 


war, he spent has built a public for itself not 
eight years in Only in Ireland but in England. 
Coastal Com- Also he founded the Radio Indus- 
J. B. Fitzpatrick mand and tries Club of Ireland, a_ regular 
was demobil- meeting ground for leading mem- 


ised in 1948 as a flight lieutenant. 
Mr. Fitzpatrick is married. H 
hails from Renfrewshire 
pointed out that his name 
Irish flavour he replied: 
Scotch by absorption!" 


bers of the industry. 

Work, invariably at high pressure, 
and an occasional game of golf are 
his hobbies. He lives in a charm- 
ing house “Coolhaven,”” at Foxrock, 
close to the Dublin Mountains, 


a 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS -: STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - 


Telephone: Mitcham 2231-1881-4054 


MITCHAM 


Telegrams: Destroying, Mitcham 


Pat Sullivan 


Ad. girls are 
beauty finalists 
Wuetner advertising women run 


to beauty or beautiful women run 
to advertising is one of those ques- 
tions which will doubtless challenge 
the sages throughout the centuries. 
{ am inspired to this epoch-making 
thought by the pictures of Pat 
Sullivan and Angela Pardoe, who 
were the finalists, for the first week 
in July, in Twickenham’'s “Queen of 
the Fair’ Competition, and who I 
hope will be the first two in the final 
on August 4. Pat is receptionist at 
Auger & Turner Lid. and Angela 1s 
secretary to G. K. LeFevre, adver- 
tisement manager, Daily Mirror. 
They are both 23. Another coinci- 
dence is that they were school chums, 
although they had not seen each 
other since school. 

Pat, who took on her present job 
just before Christmas, also works 
part-time as a dance teacher. She 
has been a sales girl at a Bond 
Street fashion house. Angela sings 
at local concerts and is fond of 
skating and dress making. She will 
be getting married in September. 


A pharmacist in 
the chair 


AS VARIED as it is superficial is 
how W. John Merrick, new chair- 
man of the Liverpool and District 
Publicity Association, described his 
publicity background, when he 
acknowledged his clection. He has 
dabbled in photography, window 
display, documentary films, jour- 
nalism, copy-writing and medical 
librarianship. His outlook is essen- 
tially industrial. His only claim to 
originality, he said, was that he was 
the first pharmacist to be elected as 
chairman of the Association. A 
former editor of the Pharmaceutical 


Guardian (official organ of the 
Catholic Pharmaceutical Guild), 
Mr. Merrick is a free-lance writer 


on technical subjects and a lecturer. 

Born in Newton-le-Willows, Lan- 
cashire, and educated in St. Helens, 
I iverpool and Manchester, he 


qualified as a pharmacist in 1937, 
A founder-member of the Liver- 
pool & District Publicity Associa- 


tion, Mr. Merrick has since 
represented m on the Advertising 
Association’s Club Development 
Committee and on the International 
Federation of Publicity Clubs. 


1951 


* * * 


BENADVERTENTLY last week | 
described P. G. E. Warburton as the 
new president of the Incorporated 
Sales Managers’ Association. 

hope that the heading “I.S.B.A. 
choose a new president” and the rest 
of the paragraph made it clear that 
it is the Incorporated Society of 
British Advertisers which Mr. War- 
burton has served so loyally and of 
which he is now president. 


Angela Pardoe 


J. J. McCann 


Now appointed deputy advertise- 
ment director of Kemsley News- 
papers, Michael Renshaw will retain 
his position as advertisement man- 
ager of The Sunday Times, which 
he joined in 1933. 

During the war he served with the 
Guards Armoured Division from its 
formation until he was demobilised 
with the rank of major. He was 
twice mentioned in dispatches. 

In 1946 Lord Kemsley sent him 
to America to study advertising 
methods and newspaper production 
there. Six months were occupied 
travelling from coast to coast, visit- 
ing the main newspaper offices in 
the U.S.A. In 1947 Mr. Renshaw 
spent several months on the adver- 
tisement side of Kemsley provincial 
newspapers. He was appointed 
advertisement manager, Sunday 
Times, when G. S. Osler retired in 
April 1948. 

* * * 
FROM the Van Maanen advertis- 
ing agency of Amsterdam comes a 
letter. The signature is indecipher- 
able, but the purport of the letter 
could not be clearer. It is to express 
the gratitude of the people of 
Holland for help received from this 
country in alleviating their suffer- 
ings from the floods. Just how 
appalling these were is made clear 
by the book The Battle of the 
Floods, published if Holland by the 
Netherlands Booksellers and Pub- 
lishers Association. 

“Common sorrow,” said Renan, 
“unites people more strongly than 
common joy.” If the floods from 
which we both suffered can yet 
further strengthen the links between 
Britain and Holland they will not 
have been an unmixed evil. 

* * * 

A SUBSCRIBER (o this journal, 
F. Sabel, claims that he has been 
longer in the paper trade than any- 
one else in this country. He started 
in it a mere 73 years ago and is 
still going strong. Mr. Sabel is a 
director of Sabel & Watts Ltd., 
Exmouth, mechanical, chemical, and 
electrical engineers. 


Contact 


WEEKS WISECRACK 


“You're the third client who 
has rung up to suggest a 
new name for advertising 
agents.” 


: ees — — —* ed é& 
2 ee 136 JuLy 16, 1953 
* thd th = wv & Ie e % oa 
PE aw a oo; 
sha” ci, G Wy ag ‘ . 
‘ a/v ’ A nee” iP a 3 &.) if _ te bf r Pht j 
; — Gh : a y sf 
~~ iv ) 
4 - - ad al 
ll , 
| 
Si 
% es ERG 
# > “ 
: SG 
. \ in 
ee — = 
if | 
a ee | 
, 
Ne: 
a 
“) 


ADVERTISER'S WEEKLY 


OS Rem 


| : a | , 
| CAPITAL EQUIPMENT 


— =. 


The journal read by influential \ 


people who choose the capital \ ) 


~~ 


yy 
NEW COMMONWEALTH is a journal with a clear 


purpose and a well-defined type of reader. It records economic 


equipment for Commonwealth 


development .... 


progress in the countries of the Commonwealth and advocates the 
full exploitation of the resources of these areas. 

Readers of “New Commonwealth” follow Commonwealth affairs 
diligently They hold responsible positions in administration, 
industry, engineering, commerce, finance and agriculture 

“New Commonwealth” readers plan and operate the vast development 
schemes which make the Commonwealth market the biggest in the 
world. 

If you wish to sell capital equipment, “New Commonwealth” readers 


are the people to cultivate 


vEW | 
~ Commonwealth | THILE STREET 


= ( N 
SS I SW. 


“3 Published fortnightly for all concerned with ne: Whitehall 9233 
~ ‘ ‘ d ) 
development & trade within the Commonwealth 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


— 4 competition involving the judgin 
New magazine for of eee sorom Fach oe this aek 
two pictures of beachwear fashions 
anglers are being published. Entrants have 
Angling Times, a new national {to select six in order of merit. 
illustrated weekly for Britain's In the Daily Sketch competition 
anglers, made its appearance last for one £1,000 car—photographs 
Friday. Selling at 4d. it has 12 large of two well-known personalities 
pages and is produced by Angling — are being published with six pictures 
Times Ltd., an associated company of children, two of whom are actu- 
of bast Midland Allied Press Lid ally personalities when young. 
at their Peterborough plant 
Ihe paper has been founded by 


* * * 

Arrangements have been made at 
R. P. Winfrey, managing director of we “ = > ‘ 
Fast Midland Allied Press Lid. and ~—— seaside — for — and 
of Angling Times Ltd., Bernard orchestras providing municipal con- 
Mesiakiee. cml Ciemeed Where, th certs to include in their repertoire 
lmadicastte and wether. tla desiancd |e listed in the new Daily 
to appeal to every type of angler Herald £1,500 Holiday Tunes Com- 


and the aim is for it to be the first saan * * 
mass-circulation journal for fisher 
men The Neweastle Journal on Friday 


London advertisement manager of had a full page devoted to the 
Angling Times is George Jackson printing industry. It was headed : 
of Cliffords Inn, who represents th “Modern Printing of Quality” and 
East Midland Allied Press told the story of the industry on 

* ¥ ¥ Tyneside. Eleven local printers 
Decorated with a colour pictur took space. 
of holly leaves and berrics, a new 
folder from Hlustrated Newspapers 
Lid., includes a list of advertisers in Sponsored by the Shoe and Leather 
the 1952 Christmas numbers of the Record, will be held at Olympia, 
Illustrated London News, The October 5-9. Stand space booked 
Sketch, The Tatler, The Sphere, and 1s the largest in the history of the 
Holly Leaves (Christmas number of — Fair, and advertising in 19 coun- 
Sport and Country); and also the tries is producing many inquirics. 
advertisement rates for this year B.O.A.C. and B.E.A. airlines are 
Christmas numbers. publicising the Fair through their 

* * overseas Offices. 

Two national newspapers — the * * ¥ 
Daily Sketch and Daily Express Orders imposed recently by the 
have announced new holiday com Irish Censorship of Publications 
petitions with cars as prizes Board banning the circulation of 

The Daily Express are offering Picture Post and Picturegoer in the 
two £1,000 cars to the winners of — Irish Republic have been revoked. 


# * * 
The 44th Shoe and Leather Fair, 


The beauty 


ut | Za) vs es & 
by letterpress or lithography, 


by day and by night, 


by planned production. . 


.. FAC. can print it for you, 
quickly and very well 


FOSH & CROSS LTD 


BLOCKMAKERS, BINDERS, MOUNTERS & EMBOSSERS 


For booklets, folders, maps, posters, painting books, 
broadsheets, cutouts, catalogues, periodicals 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 


138 


Display magazine received 110 
entries in a Coronation window dis- 
play competition they organised in 
South Africa. Judeing the entries 
at South Africa House, London, last 
week were (left standing) W. F. ¢ 

Morton, South African trade com- 


missioner, (stooping) W. A. 
Horrocks, South African senior trade 
commissioner, (foreground) Beverley 
Pick, designer, (right foreground) A. 
Symes, editor of “Display” and vice- 
president of the British Display 
Association, and (right standing) EF. 
Lucking, publicity and display man- 
ager, Liberty's of London, and 
national chairman of the British 
Display Association Standing in 
the centre is E. D. Andrews, assistant 

trade commissioner. 

* * * 


Whitethorn Press Ltd., of Man- 
chester, have purchased the quarterly 
magazines Yorkshire Life and Lan- 
cashire Life from English Life Pub- 
lications, They ilready publish 
Cheshire Life and Yorkshire Mlus- 
trated and will incorporate York- 
shire Life with Yorkshire Hlustrated 
under the name Yorkshire Life 
Iustrated, and publish monthly. 
Lancashire Life will continue to run 
as a quarterly for the time being, 
but eventually may become a 
monthly. J. F. Greenhough is ad- 
vertisement manager, 

* % ” 

July issue of the Fish Friers’ 
Review is the biggest on record. 
Advertisements take up = approxi- 
mately SO of the 100 pages 

* * * 

Vision, magazine about the eyes, 
published three times a year since 
1947 by the Association of Optical 
Practitioners, carries advertisements 
for the first time in its summer 
issue Which has just been published. 
Rates: £20 a page. Circulation of 
15,000 is claimed. Sam Black is 
editor. 

* * 

The Aeroplane for July 24 will be 
a special number commemorating 
the review of the Royal Air 
by The Queen at Odiham. 

* # * 

“Light Music Scriously.” is the 
title of a new senes of three 
articles in Punch by Nocl Coward. 

* * 


oree 


Holiday sports are being organised 
by Sporting Record at the Butlin 
Camps at Clacton, Skegness and 
Filey. Weckly competitions to find 
the Ideal Open Air Girl are being 
sponsored by the journal 

* * * 

Another new British comic is an- 
nounced by Sports Cartoons Ltd 
The tithe ts Britisa Heroes and thc 
full-colour cover of the first issuc, 
published yesterday (Wednesday), 
depicts the battle of Trafalgar. 
This issue tells in picture strip form, 
the life story of Nelson. Selling at 
6d., British Heroes is distributed by 
L. Miller & Son Ltd. 
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We Hear 


The Institute of Incorporated 
Practitioners in Advertising have 
accepted an invitation from. the 
Radio Times to be represented on 
their Education and Mail Order 
Advertising Advisory Pancls. 

: « 

The next luncheon-meeting of the 
British Direct Mail Advertising Asso- 
ciation will be on Thursday, July 23 
at the Shaftesbury Hotel, Mon- 
mouth Street, London, when Ronald 
F. Severn, advertising manager of 
Abbott Laboratories Ltd. will speak 
on “Ethical Medical Advertising.”’ 

* * 


Southwark Council are to pay 
£117 compensation to the owner of 
in advertisement panel they have 
had removed from the railway 
bridge near Southwark cathedral. 

* * % 

Ihe 1954 British Industries Fair 
will be held in London and Bir- 
minghom from May 3 to 14. 


AGENCY RAIDED 


£60 was stolen from a safe when 
cat burglars raided S. C. Peacock’'s 
Regent Street offices during the 
week-end. 

* * * 

Willing’s Press Service Ltd. have 
installed in their poster paint shop 
one of the latest thermovent heaters 
produced by their clients, E. K 
Cole Ltd. It overcomes the poten- 
tial fire risk of heating in view of 
the presence of paint and other in- 
flammable material. 

* * 

After the Royal River Pageant 
next Wednesday the oil industry's 
set piece will be moored until the 
end of the week in the vicinity of 
St. Thomas's Hospital by West- 
minster Bridge. 

* ¥ * 

The publicity department — of 
Kelvin & Hughes Ltd., manufac 
turers Of marine, aviation and in 
dustrial instruments, won the inter- 
departmental challenge cup at the 


firm’s annual sports day. They 
competed in 18 of the 20 events. 
% . P 


A new company, Television 
Varieties Inc., has been formed 


to “engage in-the production of 
TV shows either by hve shows or 
through the medium of films.’’ The 


This is a model of the stand which 
John Trundell & Partners Ltd. will 
use at the Engineering, Marine and 
Welding Exhibition which opens at 
Olympia on September 3. Four 
journals will be featured-—Chemical 
Products, Compressed Air Engineer- 
ing, Ship and Boat Builder = an/ 
World Fishing. The model was 
made by Sindall & Baker (Pub- 
licitv) Ltd., who will also be respon- 
sible for the completed stand 
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Meet GREGORY TWING. 


Like EVERY AMATEUR BALLAD-MONGER, Gregory Twinge 

needs a stout, generously-gummed envelope* to mend his 

piece of music with the flap of. 

‘Twinge is held in high esteem by accompanists, first because he owns 
a piece of music at all, and does not, like many amateur ballad- 
mongers, mutter tie tune hoarsely in the pianist’s ear and without 
more delay strike off at a great pace in six sharps, secondly because 
his music is in such an impeccable state of repair. 

This is pure altruism on Twinge’s part. He himself cannot read the 
stuff, and after upwards of three hundred 
renderings of a single-item repertoire 
there is no point in starting now. But 
pianists are different. 

Pianists are temperamental. 

They do not mind a piece of music yellowed with age, spongy to the 


touch, with corners long fallen victim to the turner-over’s zeal, edges serrated 


into a rough chart of the West Coast of Scotland, and much of the bass part 
obliterated with stamp-edging .. . 
But they do like it to stand up. Its backbone must be 
strong. When a piece of music bows from the waist 
halfway through the first refrain, and falls from the 
piano, instinctively folding itself into four 
on the way, a pianist gives up. 
That is why, like every amateur ballad-monger, Gregory 
Twinge needs a stout, generously-gummed envelope 
to mend his piece of music with the flap of. 


*One of the RIVER SERIES for preference. A handsome Avon Parchment Wove 
would be simply grand for Gregory, our fictitious singer. 


There are several features that distinguish River Series from 

\ ordinary envelopes— their smart modern *‘Square Cut”’ 

appearance all have generous gumming of flaps and 

ro wide overlap of seams to provide sec urity and all are 
made from British high-quality papers. Your local Stationer ; FREE SAMPLE BINDER 


elighted to send to professional and bu ‘ 
or Printer will readily arrange supplies. pest rople, binder of River Seria envelooes. he will ps 


River Series envelopes 


THERE ARE OVER 260 different sizes and shapes of Manilla, Cream Laid, 


Air Mail, Cartridge and Parchment « nvelopes in the ° River Series | range. 


PIRUCE, APPLETON @ CO 470 - CHa Wetit WEA 
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Big spaces booked 
by Bire 


Heavy advertising including 
large spaces in the national pr 
will be used to launch the new Biro 
retractable ball-point) pen. Dhastr 
bution to the trade is now Starting 

When not in use the ball point 
can be retracted into the barrel of 
the pen. The pens will be boxed 
n dozens for counter display 

Ihe packaging was designed by 
Richard Lonsdale Hands & Asso 
cates The packs have red and 
blue colouring with white lettering 
C. J. Lytle (Advertising) Ltd. are 
the agents 


Major cosmetic 


account moving 


Grant Advertising [td. are tak- 
ing over the entire Helena 
Rubinstein account. They have 
held the hairdressing section for 
some time. Arthur S. Dixon Ltd., 
who have handled the remainder 
of the account for the past seven 
years, state they are resigning 
“owing to differences of opinion 
on policy.” The change-over 
takes effect from October 1. 


Tenbra launch new 
children’s line 


Fenbra Lid. are launching a new 
line for children Tenbralok 
knickers Two-colour trade pre 
advertising has started 

The consumer schedule will in 
clude the Daily Express, Daily 
Mirror, News Chronicle, Daily 
Mail and Daily Herald during 
August and September, 

One of the slogans will be “Every 
mpper needs Tenbralok knickers.” 
Gee Advertising Ltd. (Leicester) 


are the agents. 


140 


Current Advertising 


rod De bare tar: a Bevin 


A dealer broadsheet illustrating one of the advertisements and giving details 
of the G.E.C. campaign for the new 
handled by Greenlys Ltd. 


Sales drive for colour film 


Advertising has started for 
Pakolor, a new colour film marketed 
by Associated British-Pathe. The 
films will be printed and processed 
at colour film laboratories recently 
opened at Southampton by Eucryl 
Lid., the tooth powder manufac- 
turers. 

Kex Publicity Service Ltd. arc 
handling the campaign. Photo- 
graphic and trade press are being 
used, supported by display units 
including colour showcards, dummy 
sample boxes, stickers and = other 
advertising material. 

Pakolor is an entirely British 
product, suitable for professional 
and amateur users, which gives 
colour prints and enlargemen's in 


e AT A 


hold hairdressing section) as 


NEW ACCOUNTS: 


Rathbone Publicity Ltd 


Service Co., Ltd. (trade and 
Chesley Lid., manufacturers 


NEW CAMPAIGNS: 


(Leicester) ), national daily 


spaces in) national press for 


journals 


GLANCE e 
ACCOUNTS MOVING: 


Helena Rubinstein to Grant 
from October I. 


Avica Equipment Ltd., flexible pipe manufacturers, for 
Taylor Advertising Ltd. (aircraft and engineering trade jour- 
nals). Newfield) Nurseries Ltd. 
(national and gardening press), Bloctube Controls Ltd., manu- 
facturers of a system of aieraft and marine controls, for 
Rists Wires & Cable Ltd. for 
Bemrose Publicity Co., Lid) (Derby): Stratford Products Safety 
technical press): and Mack & 


press), for Commercial Advertising Service Ltd 


Trufood Ltd. (Lintas Ltd) 
and Manchester Guardian, Venbra Ltd. (Gee Advertising Ltd 
newspapers for new Tenbralok 

Lytle (Advertising) Ltd.), large 

new retractable pen: Pakolor 
colour film (Rex Publicity Ltd), photographic and trade press: 
Itd.), full pages in illustrated 


children’s knickers: Biro (C.J 


Hovis Gohn Haddon & Co. 
weekly magazines, women's 


PUBLIC RELATIONS ACCOUNT: 

Millinery Distributors Association's Autumn Hats Press 
Show (Dorchester Hotel, September 7) for Foote, Cone & 
Belding Ltd. (Public Relations Group) 


Advertising Ltd. (who already 


for D. H. Brocklesby Ltd 


household equipment (trade 


The Times, Daily Telegraph 


press, and monthly home 
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Aspro cinema at 
Silverstone 

The huge crowd, expected to 
total 100,000, at the Daily Ex 
press Grand Prix at Silverstone 
on Saturday will be able to see 
in addition to the car racing, a 
mobile cinema sponsored by 
Aspro, Ltd. 

included in its programme will 
be a colour film of the Tour de 
France, the great French cycle 
race. The large publicity convoy 
and Aspro ambulance which are 
an adjunct of the Tour are 
featured in the film 


il 


New Vea. 
by och ry 
§ SaQ¥ 
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Export market team 

for East Africa 

A British cotton industry ex- 
port market team is to visit East 
African colonial territories. 

The team has been arranged in 
conjunction with the Cotton 
Board and the Manchester Cham 
ber of Commerce. It has been 
asked to investigate the potential 
future demand for British cotton 
textiles in the markets to be 
visited and to recommend what 
action should be taken to develop 
exports to the highest possible 
level. 


14 in. TW set. The campaign is 


addition to colour transparencies 
and black-and-white prints. 

Preparations are now under way 
for a winter campaign drawing 
attention to the fact that Pakolor 
can be used indoors with artificial 
lighting and flash 


’ 

Facts about bread 

Hovis are launching an “‘educa- 
tional” campaign with full pages in 
popular weekly magazines and 
monthly home journals. 

The editorial style advertisements 
give some facts about bread. “Some- 
time this autumn, explains the 


copy, “for the first time for nearly * 

1S years, you are going, to have a cs ~~ ™ 
free choice of “ee Even if Get Safe, Quick. » Fe | 
you're the most casual reader of y \s * 
newspapers, even if you glance only F Way Relief, ws ; 2 
occasionally at a magazine, you've . =) ) 
probably read the opinions of three isma-Rex Z 
or four different journalists on this en | oom 
subject, and as no two of them ee = 

ever seem to think alike, you might : od 

wonder what all the arguing is E ¢ 

about.” , tom ait Rexolt ns 


The agents are John Haddon & 
Co., Ltd. 


This is the first of a series of press 
advertisements for Bisma-Rex pre- 
pared by MeCann-Erickson Adver- 
tising Ltd., who, as reported last 
week, have been appointed agents 
to the Rexall Drug Co., Ltd. 


Wool ‘bird’ goes 
underground 


The Emu tube-card “family” first made their appearance on the London 

underground in August 1948 featuring the well-known Emu “bird.” Emu 

Wools Lid. have now decided to create a similar series actually set in 

Underground surroundings. This is one of the first. Willing’s Press Service 
Ltd., are the agents. 
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ADVERTISER'S WEFRLY 


Hts first bloed... 


- - and a timely reminder that the 
buying habits of this impressionable 
man of to-morrow are well worth 
cultivating to-day. Of course Mum 
shudders with apprehension and Dad 
pulls his leg unmercifully. But this 
initiation means independence for the 
young shaver, and the price he’s paid 
in blood and nervous sweat is small 
enough sacrifice for the rights and 
dignities of manhood which its torture 
has earned him. Yes, he’s grown up 
at last; he can choose for himself, 
make up his own mind. And that 
important factor brings a lifetime 
market for the advertiser who puts 
B.O.P. right at the top of his list. 


Advertisement Manager: George H. Phipps 4 yy 
LUTTERWORTH PERIODICALS LIMITED OY 


4 Bouverie Street, London, E.C.4 — Phone: Central 1732-3 p AP ER 


Immediate Results and Future Goodwill 
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ADVERTISER'S WEEKLY 


An after-sales window display ser 
vice for clients is provided by Hope 
Advertising Service Ltd whose 
administrative offices are opposite 
the busiest zebra crossing in’ the 
Harrow Road, This picture illus 
trates a display of posters designed 
and silk-screened for Chu Chin 
Chow on Ice,” at Wembley Empire 
Pool 


Poster sites 
changes plan 


Following the announcement 
last week of the handling of new 
poster business in the Crewe and 
Shrewsbury areas, Mills & Rock 
leys Ltd. state that as soon as 
possible a start will be made on 
a programme to convert all struc 
tures to Hellberg design. 

They will be continuing § the 
scale of charges of the billposting 
companies previously operating 
in the territories and these rates 
will apply to all orders for aver 
age displays until January 1, 1954 


THE 


PHOTOPRINT 


COMPANY 


SMALL or LARGE 


quantities of 
COPY NEGATIVE 
PHOTOGRAPHIC PRINTS | 


All sizes up to 15” x 12” 


PHOTOGRAPHIC SHOWCARDS | 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
CROYDON : SURREY 
Tel. CROYDON 4616 


HEARD ABOU! 
HAROLD HILL? | 


IT started as an estare in Essex and in four 
years has grown into atown, 35,000 people 
live there now. They need everything from 
TV sets to baby foods 


NO ADVERTISING HOARDINGS ARE ALLOWED 


Thot'’s just one reason why it is vital to 
advertise in the 


HAROLD HILL ADVERTISER 
2d. 


Tuesday 


ft goes into three quarters of the homes in 
Harold Hill. 


2iéa STRAIGHT ROAD, HAROLD HILL, ESSEX 
Ingrebourne 3617 


‘New, exciting 
competitions’ 


Thirty years of trade contests 
are reviewed by Gordon Boggon, 
vice-chairman, Mather & Crow- 
ther Ltd., in an interview pub- 
lished in Competitors’ Journal. 

Said = Mr. Boggon: “The 
halcyon days of the seller’s mar- 
ket have gone. Although there 
is aS much money available for 
spending to-day as there was a 
year ago because sO many more 
goods are in free supply, there 
is More competition for people's 
spare cash. An advertising cam- 
paign to-day must be really hard- 
working to attract the customers. 

“Our readership - testing de- 
partment has proved beyond 
doubt that advertisements con- 
taining a competition attract very 
high readership. It is no exag- 
geration to say that competitions 
command readership. 

“But the competition must he 
attractive. There is strong com- 
petition between firms to evolve 
the best competitions, and that is 
why there’s every prospect of new 
and exciting contests to come.” 


50th anniversary 
brochure 


To mark the fiftieth anniver- 
sary of Albert E. Reed & Co., 
Ltd., their agents, Godbolds, Ltd., 
produced an illustrated brochure, 
which was circulated to share- 
holders with the company report 
and statement of accounts. 

Printed on Reed's Aerocote 
art paper between ivory parch- 
ment-type’ semi-stiff covers with 
raised gilt titling, the brochure 
describes the resources and 
products of the Reed Group. 
Every left-hand page carries an 
illustration of factories, equip- 
ment, products, or recreational 
facilities, with colour for the 
illustrations On the first and last 
pages and on the double-spread, 
and for the decorative surrounds 
throughout. 

Sun Printers, Ltd., printed the 
brochure. 


Three new editions 


of ‘Tips’ films 


Production of the next three 
editions of “Tips,” the home hints 
films each of which includes three 
advertisements, have just been 
completed at the Gate Studios. 

Screen Audiences Ltd. state 
these will be released from the 
end of August to November. 
Jeanne Heal is again featured as 
commere. Stars featured in these 
productions include Kay Kendall, 
Googie Withers, Annette Mills 
and Ann Hogarth with their 
puppets, and Laidman Browne. 
“Tips” is distributed throughout 
the Gaumont-British and Odeon 
Circuits, together with indepen- 
dent cinemas, and each edition 
now shows to over 11 > million 
cinema-goers. Some cinema man- 
agers include the films in their 
advertisements in the local press. 
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MORE NEWS ABOUT PEOPLE 


Representatives of national, local and provincial newspapers seen with L. 

Gilder, managing director of the Howard organisation, and J. van Gelder, 

director of Howards Publicity Ltd., at the cocktail party in the group's 

Market Street, Manchester, head offices to celebrate the expansion and 
re-organisation of Howards. 


Patra officers 
are elected 


In addition to the new president, 
Sir Guy Harrison, new officers of 
the Printing, Packaging and Allied 
Trades Research Association are: 
chairman, Arthur Watts (joint man- 
aging director, Johns, Son 
Watts Lid., London) vice-chairmen, 
Eric J. Harrison and E. C. Field- 
send; hon. treasurer, R. G. Connell 
(re-elected) ; new members’ of 
council, W. Hope Collins (Wm. 
Collins, Sons & Co., Ltd.), H. L. 
Howarth (Westminsicr Press Pro- 
vincial Newspapers Ltd.), E. G. O. 
Ridgwell (General Electric Co., 
Lid.), R. K. Sanders (Metal Box 
Co., Ltd.). Re-elected vice-presi- 
dents: Colonel the Hon. John J. 
Astor, Dr. C. H. Clarke, Sir Robert 
Leighton, and Sir Norman Scorgie. 


* * * 


Eric Fforde thas joined the publi- 
cations department of Roles & 
Parker Lid. Previously he was a 
technical author and editor with 
Philco Ltd. and E.M.1. Ltd., and the 
English Electric Company Ltd. 


* * * 


Victor Hugo, who has been on the 
advertisement staff of Condé Nast 
Publications Ltd., for three years, 
has been appointed assistant to the 
advertisement director, Reginald 
A. F. Williams. He wil! devote his 
time principally to the interests of 
Vogue, Vogue Pattern Book and 
Vogue Beauty Book, for which there 
are no individual advertisement 
managers. This appointment in no 
way conflicts with the normal re- 
sponsibilities of John Perry, adver- 
tisement manager of House & 
Garden and Miss S. Mawdesley, 
advertisement manager of Vogue 
Export Book and Vogue's Knitting 
Publications. 


* * * 


J. Van Belle, P.R.O. for Phillips 
(Ireland) Lid., has been working 
with a unit from Carillon Films 
Lid., which flew in to Dublin from 
Holland for special sequences for a 
film, “European Rhapsody,” which 
is being made for the Phillips organ- 
isation in Holland. 


* * * 


Dan Nolan, managing director of 
The Kerryman, who has been ill for 
some time, is expected back in his 
office in Tralee, County Kerry, 
within the next week or so. 


A. K. Fowler, of the Ministry of 
Food, has been appointed P.R.O., 
Home Office, in succession to T. A. 
O'Brien, who became P.R.O. to the 
G.P.O. on May 1. Mr. Fowler be- 
came publicity officer to the Ministry 
of Food in March 1950, subse- 
quently becoming chief press officer. 
For several years before the war 
he was promotion manager of 
Fortune in U.S.A. He later joined 
the British Information Service in 
U.S.A. as director of the reference 
division. On his return to England 
he went to the C.O.1. and has been 
London editor of several publica- 
tions published through British em- 
bassies abroad, including the British 
Ally issued in Moscow. 

* * * 

Sydney W. Brill, for many years 
advertisement manager, Tit-Bits, is 
retiring at the end of this month 
after nearly 30 years’ service with 
George Newnes Ltd. 

* * * 

Miss Christine Veasay, managing 
director of Pins and Needles, lost 
her husband, Dr. R. H. C. Manifold, 
in a road accident on the Great 
North Road last week. 

* * * 

F. Farrall, well known in London 
and Liverpool advertising circles 
before the war, has now returned 
from the Far East to become adver- 
tisement manager of Out of Doors 
and Countrygoer. 

* 7 * 

Peter Wilson has been appointed 
as assistant advertisement manager 
of Poultry Farmer. Mr. Wilson 
joined Poultry Farmer in Septem- 
ber 1952 after spending five years 
in general farming, two years of 
which he devoted to running his 
own agricultural contracting busi- 
ness. He took up farming after 
three years with the Royal Navy. 

* * * 

Isobel Fairhurst has joined the 
staff of Alan Betts Ltd. in a general 
administrative capacity. After work- 
ing with B.O.A.C. and Rex Pub- 
licity, Ltd., she was employed by 
London Choice Ltd. She has 
worked in the U.S.A., Canada and 
Bermuda. 

* * * 

Alan Crystal, formerly a statis- 
tician with the British Electricity 
Authority, has joined the research 
department of F. C._ Pritchard. 
Wood & Partners Lid. He started 
his career with Market Information 
Services Ltd., and has worked on 
both the Hulton Survey and the 
Mills & Rockleys Poster Survey. 
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APPOINTMENTS VACANT 


EXPERIENCED CREATIVE ARTIST 


required. Preference wil! be given to 
one with the ability to prepare three- 
dimensional cut-out displays Pension 


screme after qualifying period Apply 
in confidence to Thos. Forman & Sons 
Ltd Hucknall Road, Nottingham 


NEW STUDIO 
NOW EXPANDING 


requires further 
General Artist 


. Must be capable of high 
standard of finish 


Apply by phone to Studio Manager 

WRIGHT ARTS LIMITED 

49 OLD BOND STREET, W.! 
MAY fair 1940 


TECHNICAL IELLUSTRATOR = ccquired 
to lead small section. Musi be able to 
produce accurate perspective sec- 
tioned, and exploded illustrations from 
detail drawings. Use of air brush for 
half tone or coloured illustrations and 
experience of photographic retouching 
essential Knowledge of automobile or 
aircraft practice an advaniage App!i- 
cations in writing to: A-E.C. Limited 
Staff Records Office, Windmill Lane, 
Southall, Middlesex 

VALXHALL MOTORS LIMITED of 
Luton, require a live young sales pro- 
motion man with creative and organis- 
ing ability and cxperience of national 
and point-of-sales campaigns, The post 
offers plenty of scope for the right 
man. Apply, in writing, to Route 215 
giving details of experience, qualitica- 
tions and salary required 

YOUNG MAN required as assistant to 
Advertising Manager. Must be able to 
write sound semi-iechnical copy and 
produce presentable layouts for press 
and direct mail advertising Agency 
training an advantage. Written appli 
cations only, giving experience, age, 
and salary required, should be sem to 
Advertising Manager, Mann Egerton & 
Co, Ltd., Norwich 

SPCRETARY ASSISTANT required by 
Media Manager oft West-End Agency 
Accurate typist, and some media ex- 
perience Preferably 1 25 Write 
full details and salary 
Box 5074 Ad. Weckly 180 Fleet St EC4 


GENERAL 
STUDIO MAN 


Letterer/retoucher required, 
London, with good feeling for 
typography and design 
Knowledge of repro and print- 
ing processes and experienced 
in preparing and marking up 
material for engraver and 
printer, Must be fully qualified 
to turn out work of highest 
quality. Apply, stating salary 
and sending not more than 
three specimens (which will 
be returned), to 


Box 506! 
Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMEN ‘S| 


RATES: APPOINTMENTS VACANT, 3s. 64. per tine, 40s. per display pan. och 


APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. 4! ober | JUNIOR 
classifications, 4s. per line, 45s. per display pas inch. Minimum, 3 lines. Ho No. | 
charge, one line plus 9d. covering postage, etc. Series rates on applica all 
advertisements under seven insertions MUST BE PREPAID. Address “Ady t's Production 
Weekly,”” 180 Fleet Street, London, E-C.4, CHAncery 8844 (Fx. 25) | 
APPOINTMENTS VACANT « & Man 
Situations Vacant: “The engagement of persons answering these advertixemen’ ust required 
be made through a Local Office of the Ministry of Labour or a Scheduled Emp) -cut : 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 iniusve | with two to three years 
unless be or she, or the employment, is excepted from the provisions «| the ‘ 
Notification of Vacancies Order 1952.” agency experience for 
progressive position with 
BIRMINGHAM CO-OPERATIVE SOCIETY LTD. well known London agency. 


invite applications for the position of 
PUBLICITY OFFICER 
ADVERTISEMENT SPACE SALES- 


| 
j 
| Box 5094 
| 
| 
Applicants must have full knowledge of preparing press | AN required for Surrey newspaper 
| 


Advertiser's Weekly 180 Fleet 81 EC4 


» 2 » sry) - > ldere 2 » Re ident near Woking, Surrey. Young 
advertisements, poster displays, booklets, folders, leaflets, casita Gan groomed Wels Gal és 
etc. The position also carries the Editorship of a Staff tails, including experience, salary re 

» . » » > ang quacd to Box 407, Crosley & Co 
Magazine. An application form, together with explanatory pees ha A aE 
statement, will be supplied on request addressed to Street, B.C 

— ot TDOOR PURE CITY ACCOUNT 

Secretary, EXECUTIVE required by West-End 

BIRMINGHAM CO-OPERATIVE SOCIETY LTD. Aen A ae bo yg 
a cv ‘ ooo 4 

High Street, Birmingham, 4 qualifications. Apply to Lambe & 

| Robinson Ltd, Scepwe House, 169 


The closing date for the return of completed application form 


| 
Regent Street, London, W.1 
t 4 
dll masesisidcast LETTERING AND LAYOUT. —Youne 
man (22-26 years) required by London 
OUTDOOR PUBLICITY. Experienced | MANCHESTER AGENCY requir pro Agency Lettcring for reproduction, 
Inspector required for Yorkshire and duction man with agency experience simple layout and adaptations Pro- 
North Midlands. Write full particulars | Able to work on own initiative Must | gressive position. Write 
to | be accustomed to type and block Box 5092 Ad. Weckly 180 Fleet St BC4 
Box 5073 Ad Weekly 180 Fleet St BC4 | ordering. ¢ic. Apply by letter only to ADVERTISEMENT REPRESENTA. 
John Willis Lid., 22 Bridge Street, | TIVE wanted for sporis mediums 
Manchester 3, stating age, expericnce | Football Club Programmes, etc. Only 
TECHNICAL and salary required those of approved ability need apply 
COPYWRITER) VISUALISER wanted Sports Publications, 46 Watford Way 


COPYWRITER or AUTHOR | | rcrence Permaneney. "Weite tail deo | Tote 3020, S470, TePmones Hendon 


tails, age and salary required to Chait | DISPLAY AND PUBLICITY DEPART 
MENI 


man, / io & OC ‘ 7 
required by Publicity Department of a + pot eg “ewes © Co. Lid, 67a | ENT in West End require Junor 
K- h rod . am | Artist (female) with experience in kt 
Group o ompanies whose products 
include aircraft and industrial hydraulic AIRBRUSH ARTIST, fully experienced tering and layout. Write, stating age 
mont. am torbine test som in general = retouching Permancney. | experience and salary required to 
equip . & urbine fuel systems Marshall Studios, 28 Kingsway, W.C 2. | Box 5096 Ad Weekly 180 Fleet St BC4 
and mining equipment 
Engineering knowledge and previous 


technical writing experience are | 
essential 

Reply stating age and salary expected 
and giving full details of experience to 


PERSONNEL MANAGER 


Dowty Equipment, Ltd., | ADVERTISING 


Arle Court, Cheltenham 


| 
YOUNG MAN in the middle twenties | MANAGER 
| 


required for the advertising department 
studio in Westminster of a large Ex- 
port Manutacturer of Packaged Goods 
This opening calls for a man with 


Agency experience, some knowledse of | Benger Laboratories Limited invite applica- 
monet Bak gy geunieed tions for the position of Advertising Manager 
im presentable form,” The work is | . -— Head mee Cc segs ; pra 
prospects of advancement. Write, giv- | US ave @ LOOC nowledge Of all aspects 
ing details of raining. experience. | of modern publicity and recent Pa 
ey" Pn ing’s, 362 Gray's Inn experience of both consumer and technical 

EDINBURGH ADVERTISING | advertising. | he present advertising staff 
es ee ee | is small and will remain so, the Advertising 
to take charge of production. Assured | Manager working in the main through an 
Box 5064 Ad. Weckly 180 Fleet St EC4 agency and outside organisations. The 

A Veseney occurs for on position is permanent, progressive and pen- 
ARTIST sionable = (contributory = scheme). _—Alll 
applications, which will be treated in con- 
with experience in producing finished : . , : 7 
work of a general nature in the fidence, shou Live fullest particulars of 
ae of black and white adver- experience ’ date, age, etc., and be 
Box 5062 addressed to 


Advertiser's Weekly 180 Fleet St EC4 


—e = KEPPER (lady) required 
by dvertising agency, fully experi- 
enced a capah'« of acting as 
deputy to Head of Accounts Depart- 
men Advertising agency expericnce 
essential Apply in writing to C. Scar- 
borough, Waddicors, 38 Park Street, 
London, W.1 

PRODUCTION. Fully experienced pro- 
duction man required by busy London 
Agency Thorough knowledge Press 
Print and Invoicing essential. Write in 


Box S091 Ad. Weekly 180 Fleet St EC4 


’Phone 


LAYOUT ARTIST and visualiser_ re- . 
quired by advertising agency. Special MARKETING CC. TROLLER 
abiliy in. designing print preferred 
This is a permanency for a man with BENGER L \BORATORIES LIMITED 
the necessary first-class experience 
Call, or write Art Director, W. Hop- 
woog & Co Ltd. 67a Mosley Street, 


HOLMES CHA! CHESHIRE 


Manchest 

SALES MANAGER required by one of | 
London's leading Commercial 
Pho ograph.c Studios. Only those with 


apply Write Managing Direc | 
Box 5066 Ad Weekly 180 Fleet “ee E4 | 


your Classifieds to CHA 8é/1 (Ex 25) 


| proved sciling in the trade please 
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: CLASSIFIED ADVERTISEMENTS 
: eine 2S BRE 


MANUFACTURERS 
EXPERIENCED Situations Vacant: ‘The engagement of persons answering these advertisements must have vacaney for man experienced in 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment arket eseal Knowledge of 


ALL ROUND ARTIST Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive port at essential. Write, 
- unless he or she, or the employment, is excepted from the provisions of the iwi t fetails of experience and 
Notification of Vacancies Order 1952." val wor _— 
x 

Kenya Advertising Corporation Advertiser's Weekly 180 Fleet St EC4 
9 require artist to work on a wide } 
s, 
ES ‘ ore ‘ ’ to SCOTLAND: A small Agency with good 
; variety of interesting account Young man who is keen to gel on and maar #4. all Samy sit ond 
' Must be able to see a job and business and invites ~ 
+ . + ponse fro a F tereste od 
: saga, “tana tiangl yllemeagn with experience of Process Engraving peer, The, peteay onalcat 
* art. Knowledge of copy and _ s ability to produce advertising of a 


high technical standard No capital 


and Foundry Ordering required by tnd present position in. confidence 


Box S065 Ad. Weekly 180 Fleet St BC4 


production an advantage. Post 
offers good prospects of eventual 


Studio managership Home zr. = JUNIOR COPYWRITER. If = you're 
< OF do d ) - FeNCY. young, with some agency experience 
leave privileges after 4 years n A vertising Age IC) and can write good copy, there's a 
grand oper fo 7 : ondo 
salary according to qualifications Saeaee io cade ewe tke : — 
with local cost of living allow Box 5060 m. Ser - a details, age and 
s ° alary require oO 
~ ance. Write in first instance to Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 Box 5068 Ad. Weekly 180 Fleet St EC4 
EXPORT ADVERTISING SERVICE YOUNG MAN 
y 21-2 is wanted for “Information 
LIMITED in Media Department of 
22 Old Bond Street, W.! YOUNG MAN OR GIRL to assist with ASSISTANT PRODUCTION MAN rtising Agency Education and 
reference book compilation, some proof wanted for medium-size, old-establishe 4 o experience will be useful, 
‘ ing and progressive agency in Fleet Street ) the ewentials are an alert and 
B.B.C. REQUIRES PROG -RAMME = B Bo 2 Ad. Weekly 180 Fleet St BC4 Good knowledge of blocks and costing accurate mind, and an efficient and 
: EDITOR, Radio Times, Dutr inc! ud essential, Knowledge of yt .“OZraphy an yurtcous manner. Phone or write to 
rhs preparation of  prouwt oof t advantage Not over s Send full Personnel Director, John Haddon & 


printers and ’ 


nae « progran particulars to Co., Ltd, 11 Salisbury Square, 
ind) editorial pa ome ‘ ! VERSATILE Box 4069 Ad. Weekly 180 Fleet St BC4 E.C.4, CENtral 8156. 
Regional Hom Ser mn 


Qualifications 1 general COPYWRITER WANTED ASSISTANT, preferably female, required 
' jard literatu Ve whic wonhoge > anaes 

pg ty FR e FIRST CLASS Photographic Mbrary. and to help. with 
. | extth it Salar Can you write a good piece of aad "ids 7 ae < ef lies — 

nag at ga gph og ried fashion copy, picking your words, LETTERING ail routine work including some short 


hand typing Some reporting and or 


qualifications salary ved your phrases, with skill and wring experience desirabl 

written applications with full deta: ARTIST write Stating salary required 

journalistic experience and any tr originality? Can you also write SA'S, EMI. Sales & Service 
F vant technica qualticanom to 


) Hayes, Middlesex 
10 cer, Broadcasting a down-to-earth piece of co 
pointments Officer, Broadcasting Ho P py for London Publishing House SPACE REPRESENTATIVE = required 
— “2 f ee that retailers will read, accept Ane ee 
ing applications PSE AW for Midlands by publisher of Direc 
owled uc yle ane ‘ ? ‘ ° tories. Guide and Referen Books 
acknow! du ment ee ; ane and act upon? If you can, there Quick worker — jully exper- hpsalatment cites tenn OF the 
- . is a job for you on an important year plus to experienced man with 
ienced 2nd particularly strong selling ability 
ADVERTISEMENT National account. Here is an Box SI11 Ad. Weekly 180 Fleet St EC4 
MANAGER opportunity for a young copy- 
osition available in Mid | | | writer who feels that so far he edge of figure retouching and 
app ro onsidcrable 


plus ky duc of new hasn't had a fair “‘crack of the able to take charge of a small 


paper produ iain nine the whip"’ to show what he can | | | publicity studio an advantage. Accounts 


Advertiser's Weekly 180 Fleet S1 EC4 do. Brief details of experience Pension scheme. Holidays this 
to date, etc., t 


% ARTIST. = Experienced in {vertising E dead year, as arranged. Salary com- Executive 


layouls and finished = ar ' Box 5098 


on modern virile script. Knowl- 


and orintin Pi cay Gees 2 086 mensurate with ability. 
, Advertiser's Weekly eet : ‘ 
Progressive position for 
ni -RIENCED COMMERCIAL Gen Snes 
Westuate, Bradford XRTISE required for studio of London | Advertioer’s Weekly 188 Fleet st E04 executive capable of 
GROUP OF WEEKLY PAPERS. chou Agency Capable of creating good 
London, require in experienced spa roughs, finished leticring and still-life : 
salesman with pmitiati i" proved Write stating = age experience and WEST-END AGENCY has vacancy for handling National 
record Good lary i fetails 1 salary required to young man as assistant to Production 
2 Box SO8SS Ad Weekly 180 er St hes Box S071 Ad. Weekly 180 Fleet St BC4 Executive. Knowledge of blockmaking 
, | and printing methods essential. Agency accounts. Must have 
. expencnce desirabl Writ giving | 
r fullest details of past experience, age, 


and salary required thorough knowledge of 
WwW A N T E D Box S070 Ad. Weckly 180 Fleet St BC4 : 
media and production. 


London Agency has opening for 
DISPLAY MANAGER YOUNG Only those over 30 
A man capable of taking control of the develop- rYPOGRAPHER should apply. 


ment of window and store interior display for a Who will be required mainly 


to prepare lavouts and type Give fullest details 


large chain of shoe shops. mark-up for printer from 


| : . Pas of experience and 
a He must be familiar with the fashion market and | | Visuals, artwork and copy P 
12 supplied. Applicants must have sal wed ¢ 
ts used to getting things done. | | agency experience in similar alary required to 
. He will need to work closely with our agency in | | capacity. Knowledge of pro- 
duction an advantage. Write Box 5107 
; matters of promotional development and the siving age. experience and 
£ £ 2 I ienee a ” 
ai ; I; . - Advertiser's Weekly 180 Fleet St EC4 
right man will receive a very good salary. Write salary requirec A 
: Box 5! 
, with fullest details. Advertiser's Weekly 188 Fieet 81 EC4 


LAYOL 4 mg od AND VISUALISER 
| H require b oO “<sive ondo 
Box 5097 MANAGER REQUIRED for hand- | ui y Progressive London agency 


; : oe. : . some finished drawings necessary and 

. ? ‘- | written poster and art display works nowledge of typography. Opportunit 

Advertiser's Weekly 180 Fleet Street London, E.C.4 employing 25 men Experience lay- for advance i - ~— . . anion 
out, design and silk screen work. Full scheme Commencing wage in accord 
personal part ne Ss. with details of ance with ability Write stating age, 
expericnce and ary required to | experience and salary required to 

‘ Box S095 Ad We ckly 180 Fleet St EC4 | Box 5109 Ad Weekly 180 Fleet St EC4 


" ’Phone your Classifieds to CHA 8844 (Ex 25) 
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Juty 16, 1953 


APPOINTMENTS VACA 


SHORTHAND-TYPIST, aged 17-19. re 


quired for sccretanal work by weil- 
known Ficct Street group of magaznc- 


publishing companies 5-day week 
Commencng salary £5-£5 10s. accord- 
ing to qualifications Particulars of 


age and expcricnce 10 
Box 5110 Ad. Weekly 180 Fleet St EC4 


PARKE, DAVIS a& COMPANY, 


LIMITED, Manufacturing Chemists, 
require an advertising assisiant age 
20-25 He will be required to write 
copy, assist in proof reading and 
handic display work under supervision 
S-<day weck Generous pension plan 
Canteen facilities. Write with full de- 
tails of age and experience to Per- 
sonnel Manager, Parke, Davis & Com- 
pany, Limited, Staines Road, 
Hounslow, Middlesex 


ACCOUNTS DEPARTMENT of West 


End Agency requires expericnced Clerk 
to supervise and handle invoicing. Ap- 
plicant must have a thorough knowl- 
edge of this work and be able intelli- 
genily to grasp agency policy and pro- 
cedure Posiuon holds good prospects 
for a keen and industrious worker. No 
Saturday work Commencing salary 
£468 pa Write stating age and ex- 
perience 

Box 5100 Ad) Weckly 180 Fleet St EC4 


Advertising 
Assistant 


Required by manufacturers 
of nationally advertised toilet 
preparations. Agency experi- 
ence desirable but a knowl- 
edge of budget control and 
print buying essential, Activi- 
ties cover ail forms of 
advertising and the position 
offers excellent prospects to 
a young man (not over 27) of 
intelligence and personality. 
Write in first instance giving 
age, details of experience and 
present salary to: 

Advertising Manager, County 
Perfumery Co. Ltd., County 
Building, Honeypot Lane, 

Stanmore, Middx. 


- 


AYOUT ARTIST for London Technical 


Agency Applicants must have previous 
Agency cxpericnce and be capable of 
producing high class layouts Holidays 
as arranged Full details to 

Box S112 Ad. Weekly 180 Ficet St EC4 


ISUALISER. Top Flight Visualiser 
Layout man required for London 
Agency, pretcrably with expericnce cf 
Techn.ca Accounts The position 
offers excellent prospects and holidays 
as arrangcd Write fully 


to 
Box S113 Ad. Weekly 180 Ficet St EC4 


PRODUCTION 
MAN 


An excellent opportunity occurs 
in the Publicity Department of 
a leading London Publishing 
House for an alert and reliable 
** progress - chaser.”’ Sound 
knowledge of blockmaking, type- 
setting and printing essential, 
and able to work on own 
initiative. Holidays this year, as 
arranged. Applicants who have 
held a similar position in an 
Agency or Publicity Department 
are invited to write, giving age, 
salary required and particulars 
of past experience to 


Box 5082 
Advertiser's Weekly 180 Fleet St EC4 


iii 


CLASSIFIED ADVERTISEMEN /S 


P____APPOINTHENTS VACANT. 


OSBORNE - PEACOCK 


require a 


LAYOUT TYPOGRAPHER 


with agency experience in producing neat 
client's roughs, and intelligent adaptations 
and mark-ups. 


Apply : Art Director, 26a Albemarle Street, W.1. Hyde Park 89/1 


OUTDOOR PUBLICITY. ~~ Experienced VOUCHER CLERK required West 
man required to take charge of End Agency Salary acoordir cx 
Inspection Control Department, typing perience. Apply to Lambe A Robin 
an advantage Write full particulars son Lid., Sceptre House, Ie Regent 
Box S072 Ad. Weekly 180 Ficet St EC4 Suect, London 

PRODUCTION = ASSISTANT required OUTDOOR ADVERTISING. « estab 
immediately owing to business expan- lished company require fo Crreater 
sion All-round experience essential London area experienced site finders 
Holidays by arrangement Apply Permanent employment for 1 men 
Arbur S. Dixon Ltd 229 ~High | Pension Scheme. State prese past 
Holborn, W.C.1 employers and salary required 

SPACE-BUYER—Opportunity for young Box 5104 Ad. Weekly 180 Flee: St BC4 


lady of initiative with some experience 


Pec iemrmcmrrmams APPOINTMENTS WANTED 
recording of “copy,”” receipt of proofs, 


correspondence and other deiail in- 
volved in dealing with publishers. Good 
opening for keen and accurate worker 

Write stating age, expericnce and PRODUCTION 
salary required to Geoffrey Dadd Ltd 
90 Epsom Road, Sutton, Surrey and PRI NTING 
ASSISTANT REQUIRED for Advertis 
ing Department Victoria area. Age 25- MANAGER 
30. Knowledge of printing and general | 

advertising work. Write full particulars 
of education and expericnce. State 


| | seeks appointment with agency 


salary required or similar organisation, Com- 
Box 5103 Ad. Weekly 180 Ficet St BC4 | k led f 
TECHNICAL WRITER, conversant with prete Knowledge OF press, art, 
the preparation and layout of operating mechanical production and ail 
and maintenance instructions and spare | 

parts lists required by The English printing processes. Long ex- 
Electric Company Lid. for their 

Switchgear Departmen, Stafford | perience with large agency and 
Works Practical and theoretical | excellent qualifications. 


training in electrical and mechanical 
engineering, and the ability to write 
clear concise technical English are 
essential qualifications for this position 
Permanent appointment and pension 


Box 4977 
Advertiser's Weekly 188 Fleet Si ECG 


scheme Apply quoting reference 


NOUR. to Department CPS 367 | PRODUCTION EXECUTIVE (26), secks 


Strand. W.C2 position in Advertising Department of 
Pt } . ondon Manufacturing Co years 
TYPOGRAPHICAL LAYOUTS -Young all-round Agency ¢ xperienc ¢ including 


man or woman required with experience | print, display and exhibition work 
in producing type mark-ups for foundry | Box 5038 Ad. Weekly 180 Flect St EC4 


and newspaper setting Good sense of 
| ¢, YOUNG ACCOUNTS EXECUTIVE 


design and thorough knowledge of types 
essential Write, call of phone 


Crane Publicity Ltd 5/9 Quality seeks position in growing Agency 


Cour, ¢ van ry Lane, W.C2 Te! Excellent training jin first~<lass Lon 

CHAncer <8 | don Agencies, Production, spa buy- 
ARTIST for lettering, layouts, and simple | ing, contact, etc Age 26 loo 

general work trade publ cation impatient to wait for dead men’s 

Box 4101 Ad. Weekly 180 Fleet St EC4 shoes prefers to make a pai 
DIRECT MAIL man, aged 35 or under, Box 5063 


cequired tor strategic vacancy in Sub- 

scription Sales Dept. of well-known 

Flee: Street group of periodical pub- 

lishing companics. Must have had at SHORTHAND-TYPISTS. Private Secre- 
If 


Advertiser's Weekly 180 Fleet Si EC4 


least S years’ sound experience of taries, Clerks, etc y ure in 
direct-mai work Scope. excellent urgent need of staff, contac’ Embassy 
prospects, attractive terms and security Bureau, Excel House, Whitcombe 
for a man with practical idcas and Street, W.C.2. (WHltchall 6924) We 
industry. Full particulars of experi- specialise in efficient persor 
ence, age, etc. in strict confidence to STUDENT. Virile mind. abi visual 
Box 5093 Ad. Weekly 180 Fleet St EC4 we; knowledge layout; keen writer 
ADVERTISING AGENCY PRODUC. wishes to join Agency to d p high 

TION MANAGER required. Thorough creative potential. Salary u rtant, 
mechanical production knowledge and Rox 4341 Ad Weekly 180) Fic ECa 
Agency experience are first qualifica- owes, 
tions, ber this is a production “‘plus’’ INDUSTRIAL DESIGNER 
job Process print, estimating, re- Wit alth « 5 
sponsibility for copy despatch depart- pe By | ail eee! oe 
ment—plus good sense of typography, industrial background tent 
efficient printer's layou's adaptations, board level c ms: it nt. d ° 
etc. A versatile well-paid job demand- pointment with . _ : ‘> 
ing a practical and business4ike mind technical a ene ny — 
> 1» 4 COOUN'S Tequir ng ive 
Pleasant working conditions, interest- solution of the hes re 
ing accounts, and this is a growing Baad = . 
Agency Details of. experience and Box 5088 
salary required to Good Publicity Ltd., Advertiser's Weekly 180 Flee’ s' EC4 

} 26 Princes Drive, Colwyn Bay (Lon- — 

| don app cants interviewed at London COPYWRITER, 52. MODE! new 
office.) runs smooth all cond pre 

| PRODUCTION ASSISTANT required vious owners, any off 

} Intell. gen’. keen young man or woman Box 5090 Ad. Weekly Is 1 bC4 
for live General Agency, West End YOUNG MAN. 26. Inte: Good 
Familiar with blocks, layout copy, pro | education. secks perma jot 


gress work Serious strip drawings 


Box S099 Ad. Weekly 180 Fleet St BC4 Box 5078 Ad. Weckly 140 14 


\ 


"Phone your Classifieds to CHA BE 4 (Ex 25) 


ADVERTISER'S WEEFKLY 


APPOINTMENTS WANTED 


ENERGETIC WOMAN requires inierest- 
ing position in London Good all 
round knowledge advertising Some 
details please 
Box S076 Ad, Weekly 180 Fleet St BC4 

YOUNG MAN 23. Honours graduate, one 
year’s gencral experience adverttiaing 
press relations, seeks opening with 
future in Agency or Advertising 
Department 
Box 5086 Ad. Weekly 180 Fleet St BC4 

RADIO EXECUTIVE, all-round experi- 
ence, secks responsible post with 
Agency Company planning to = estab- 
lish a radio/television department 
Box S089 Ad) Weekly 180 Fleet St BC4 

LAYOUT MAN, Typographer, 5 years’ 
expericnce requires change 
Box S077 Ad. Weekly 180 Fleet St EBC4 

BILLPOSTING MANAGER, of would 
consider working partnership, practical 
expericnce 
Box S079 Ad. Weekly 180 Fleet St BC4 

EXECUTIVE, 35, a: present manager of 
large firm's exiensive creative Pub- 


hicity Dept Four years overseas 
in similar capacity London Agency 
pre-wat Secks new position, not 


necessarily London Please Write 
Box S080 Ad. Weekly 180 Fleet St BC4 
CREATIVE ARTIST, expert draughts 
man. Roughs to Finished Art. Wide 
experience: Designing, Retouching, eic, 
Requires permanent post, Manchester 


area 
Box S081 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


NEWSPAPER AND MAGAZINE Pro 
prictors Free-Lance Advertisement 
Representative with Fleet Street office 
can undertake to fepresent two more 
publications Exceptionally good e- 
perience. Box W.3061, Haddons, Salis 
bury Square, London, E.C.4 

COPYWRITER. Experienced press, 
catalogues, brochures, booklets 
Box 5087 Ad. Weekly 180 Fleet St BC4 


D WANTS 


IMPROVED LETTER FILES. Ask for 
list. GAZEBO, $7 Packington Road 
Acion, London, W.3. ACOr 4731 


STUDIO & ART 
DEPARTMENTS 


Outsize White Cartridge Paper 
(medium weight) in 25 yard rolls 
30 in. wide 25s. Od 
40 in. wide 34s. 44 
60 in, wide SOs. Od 
80 in. wide Tis. Md 
Ihe Studio's multi-purpose paper— 
very suitable for photography back- 

ground 
Send for samples, o¢ cash with order. 


HARPER & TUNSTALL LITD., 
Leto Works, High Street, 
Edgware, Middlesex. 

Phone: EDG: 4455 (5 lines) 
Manufacturers and Suppliers of all 
Drawing Office Materials 


DEBTS collected throughout Beitain. No 
result — no charge, Brilegal ( ° 
1919), 80 Leeds Rd... Bradford 


TECHNICAL PUBLICATIONS 


. + « printing 
Instruction Books 

Spare Parts Lists 

Charts & Posters 

We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress printing, 
compiling etc. Specialists in Tech- 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) LIMITED 
Hampton Lane, Bristol, 6. Tel. 36398 
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ADVERTISER'S WEEKLY 


Are you missing something! 


Thousands of 
free sites 
at point- 
of-sale 
gladly 


Your message brought prominently 


before the purchaser — in the shop itself! That is how a Redfern Advertis- 


ing Rubber Mat completes your advertising campaign. These mats —col- 
ourful, useful and hardwearing — are welcomed by shopkeepers as part 
of the furnishing of the shop. Good positions, continual display, the 
goodwill of the trader —could you ask more of any advertising medium? 


DOOR MATS - FLOOR MATS ~ COIN MATS 
DARTS MATS - BOWLS MATS 


incorporating any trade name, mark or slogan in 


a variety of colours, can be supplied. 


Write for this folder containing details of 
these permanent point-of-sale reminders. 
They could be working for you. 


ADVERTISING RUBBER MATS 


REDFERN'S RUBBER wor«s timitTteo 
NATIONAL ADVERTISERS’ DIVISION - HYDE - CHESHIRE 
T.P. 306 Arthur rhe 


Published by the Pr 
July 16, 


rietors, BU 
953. Printed 


TuurspDay, Jury 16, 1953 


HUDNUT STEP 
UP EXPORT DRIVE 


Richard Hudnut Ltd. and asso- 
ciated companies planning an 
aggressive campaign to increase 
market abroad further. This effort, 
together with prospect for ex- 
panded sales generally, has led 


| company to divide its foreign busi- 


ness in 122 countries into three 
major geographical operations — 
British Commonwealth and the Far 
East, Latin America and Europe. 

Much of credit for group's ex- 
panded foreign business due to 
David A. Walker, vice president, 
who has headed it for over 25 
years. Although he has reached 
company’s retirement age and will 
relinquish duties as vice president 
in autumn, he will continue to be 
active as a consultant on foreign 
matters and as a director. Three 
new directors of foreign operations 
have been appointed and director 
of British Commonwealth and the 
Far Eastern operations will be 
Frank C. Cleary, formerly manag- 
ing director of Canadian branch. 

Other new directors are Robert 
Hi. Gleckner, director of Latin 
American operations and Paul R. 
Van Der Stricht, director of 
Furopean operations. 


ADS. APPEARED 
FOLLOWING YEAR 


An advertisement contract was 
“unreasonable and outrageous” 
suid Lambeth County Court judge 
when John Morris (Publicity) Ltd. 
of Streatham Hill, claimed £14 
from F. 8S. Georgeson, of Grove 
Avenue, Muswell Hill. 

“Twenty-five years could elapse 
before publication and you could 
still get your money under this con- 
tract,” said judge. “The man who 
signs this signs his own death war- 
rant as far as payment goes. He 
may be a mere skeleton before the 
advertisement appears. 1 do not 
like the public putting its head in 
the lion’s mouth and relying on the 
good nature of the lion not to close 
Ng 
A letter to the court from Mr. 
Georgeson stated he had placed the 
order for advertisements in a road 
safety brochure in August 1951, 
and was told they would appear in 
a few months. When they did not 
he thought it had fallen through. 
Eventually the advertisements ap- 
peared in September, 1952, but in 
between times he had given up the 
business as his partner had gone to 
Canada. He did not receive any 
proots of the advertisement. 

On behalf of John Morris (Pub- 
licity) Ltd. it was stated that proots 
had been sent to Mr. Georgeson. 
Iu the contract signed by him there 
was a clause which stated there was 
no guarantee of a date of publica- 
tion. 

The contract had been signed, 
said the judge, and he had to give 
judgment against Mr. Georgeson 
for the £14, 


About 300 guests were enter- 
tained to cocktails on Tuesday and 
Wednesday by Spicers directors to 
celebrate rebuilding of their Bir- 
mingham warehouse which was 
bombed during the war. 


NESS PUBLICATIONS, Ltd. at their office at 180, Fleet Street, London, E.C 4 
England by Staples Printers Limited at their Great Titchfield Street, London, establishment 


(Phone 


NEW SHAMPOO 


Evan Williams launching new 
liquid shampoo with lanolin, re- 
tailing in sixpenny sachets. Cam- 
paign starts at end of August using 
national Sunday newspapers and 
women’s magazines. Irade press 
advertising has started. Agents: 
Austin Knight Ltd. 


ACCOUNTS 


S. C. Peacock & Co., Ltd. (Bir- 
mingham) appointed agents for 
House of Peter Marsh Ltd. (lam 
and lanterns) —- campaign in 
national magazines; P. G. Allday 
& Co., Ltd. (sliding windows) — 
PR and trade press campaigns; 
Wilt. Gilbert (turf accountant) — 
provincial press; Phillip Collier 
itd. (tailors) — provincial press; 
W. H. Tandy & Sons (manufactur- 
ing jewellers) — trade press; 
Adolph Scott Ltd. (wholesale jewel- 
lers) — trade press. 


Charles Edward Ward, chairman 
“Birmingham News,” has died, 
aged 85. 

After serving under the Cadburys 
for some years he took over the 
“Birmingham News” in the 1920's 
when it was converted into limited 
company. Earlier he founded the 
“Sutton Coldfield News,” and he 
established the “Warwick County 
News” as new venture by The 
— News & Printing Co., 


Ben Wilkinson, director, The 
Robert Freeman Co., Ltd., has had 
a successful duodenal operation at 
the Middlesex Hospital. 


Of 53 appeals against Lambeth 
Council’s refusal to allow display 
of advertisements, 42 were dis- 
missed and 11 upheld, by Ministry 
of Housing and Local Government. 


‘REVEILLE’ — BIG 
SALES LEAP 


“Reveille” average sales figure 

for first six months 1953 is 
3,631,478 against 3,263,593 for 
June-December 1952. 


“SUNDAY GRAPHIC’ 
PRINTING CHANGE 


Understood printing of “Sunday 
Graphic” to be transferred to 
London from Manchester in 
September. 


Chancery 8844 ) 
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